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TO THE 


LETTERS 


EDITOR 


I.S.B.A. Evidence 


>in,—Mr. 8B. Charles-Dean 
(August 16) takes it upon himself 
lo disparage the memorandum of 
evidence submitted by the Incor- 
porated Society of British Adver- 
lisers to the Broadcasting Com- 
mittee. 

He has, clearly, neglected the 
elementary precaution of studying 
the memorandum before criticis- 
ing it. He asks: “Why recom- 
mend medical and drink sponsors 
"in a plea for sponsored radio in 
_ this country?” 

The LS.B.A. put forward no 
plea for sponsored radio and cer- 
tainly no recommendation in 
favour of “medical and drink 
sponsors” or, indeed, of any 
special groups of advertisers. The 
1.S.B.A. submitted an impartial 
statement showing the results of 

_ an inquiry amongst members of 
the Society and other manufac- 
turers of “consumer” products 
who were asked whether, as ad- 
vertisers, they would welcome the 

introduction of commercial broad- 
casting in this country. An analy- 
sis of the replies, classified by 
trades, showed that opinion was 
almost equally divided “for” and 

“against”; and the Broadcasting 

Committee were so informed. To 

suggest that this is a plea for 

sponsored radio is, in my submis- 
sion, the quintessence of nonsense. 

Mr. Charles-Dean’s ambiguous 
reference to “fully experienced 
and capable commercial radio 
people” is equally absurd. Does 
he imply that advertisers who are 
potential and actual users of 
sponsored radio are not entitled 
to express an opinion of their 
own? Does he. moreover, forget 
that those whom he would, pre- 
sumably, include in his select 
group were given every oppor- 
tunity by the Broadcasting Com- 
mittee of presenting their own 
case, either individually, or 
through a representative body, if 
they had one? 

ALAN WHITWORTH, 
Director, The Incorporated 
Society of British Advertisers. 


Postal Course For A.A. Diploma 


Sirn,—As A.A. members, with 
nearly 25 years’ experience in the 
field of correspondence tuition, 
we are keenly interested in the 
suggestion that the Association 
should sponsor a Diploma Postal 
Course. We are bound to support 
any move by a responsible profes- 
sional body which acknowledges 
the effectiveness of postal train- 
ing by officially adopting it. 

But those who favour this 
scheme would be less optimistic 
about the outcome if they had 
practical experience of administer- 
ing correspondence tuition. It is 
an expensive, complex and diffi- 
cult business which, if under- 
taken by inexperienced people, 
can quickly lead to financial 
disaster, (it may interest some 
of your readers to know that our 
new Management Course will 
have cost well over £4,000 before 
we enrol the first student for it!) 

There, are many people who 
still nurge the quaint idea that all 
you need do is to “have the course 
written by experts and appoint a 
few sparetime tutors.” Experts 
are usually so much in demand 
that only a very high fee will 
induce them to undertake the 
laborious task of writing lessons. 
Competent spare-time tutors are 
hard to-find because almost in- 
variably they have other commit- 
ments Which take precedence over 
the interests of the student. 

To run only one kind of course 
(no correspondence school wish- 
ing to pay its way could limit 
itself to one subject) a big staff is 
needed—tutors, correspondents, 
typists, filing clerks, etc. At our 
London headquarters, we have a 
staff of approximately 400; we use 
about 30,000 sq. ft. of floor space 
and a mass of equipment. The 
fact that we are a public com- 
pany with an issued capital of 
£350,000 is some indication of the 
organisation and resources needed 
to run a modern correspondence 
school. True, we have many 
courses, but it is only by “spread- 
ing the overheads” that exorbitant 
fees can be avoided. 

The value of well-conducted 
postal tuition has been proved 
beyond dispute but there are still 


lingering prejudices. 1 sincerely 
hope, therefore, that an A.A. Cor- 
respondence Course will material- 
ise and, if there is any way in 
which this organisation can assist, 
we shall be happy to place our 
resources at the disposal of the 
Education Committee. 
IVAN WATSON, 
Publicity Manager, The 
British Tutorial Institute. 


How Survey Sample 
Was Designed 


Sir,—Out of kindness to Mr. 
Howlett I should like to believe 
that his obtuseness is feigned and 
that his questions are intended as 
a form of wit. If he is really con- 
cerned to learn how the sample 
on this particular survey was 
designed he is welcome to come 
to this office and be shown how it 
was done. 

Briefly, we were asked to select 
from The Directory of Directors 
a random sample of 1,000 names 
and addresses. On the assumption 
that there were 35,000 names in 
the Directory we selected infor- 
mants at a fixed interval of 1 in 
35. When the process of selec- 
tion was completed we found 
that, in fact, there were not 35,000 
names, and that, therefore, we 
had less than 1,000 addresses. We 
then proceeded to go through 
the Directory again, selecting ad- 
ditional names at a fixed interval 
of 1 in 200. The names and ad- 
dresses yielded by the second 
operation were added to those 
obtained at the first operation and 
we thus had a sample of 1,000. 
All of them were sent question- 
naires and the statistics published 
relate to all the material received 
in reply. 

MARK ABRAMS, 

Research Services Ltd. 

(This correspondence is now 
closed.—Editor.) 


Vitreous Enamel 

Sir,—In his article “How to 
Design for the Material Used” 
(July 19), Frederick W. Macken- 
zie has fallen into an error which 
is all too common nowadays, 
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viz.: the mis-use of the term 
“vitreous enamel.” This occurred 
when he included “vitreous 
enamel” as one of the processes 
which could be used on tinplate. 

Mr. Mackenzie's article is so 
generally useful and informative 
that | hope he will excuse my 
pointing out something which, to 
him, may seem a small technical 
slip, of very little significance. It 
is, however, of very great signi- 
ficance to all makers and users 
of vitreous enamelled signs be- 
cause it lends support, quite un- 
wittingly, to the unscrupulous 
few among small manufacturers 
who, by implication rather than 
by direct statement, claim the 
qualities of vitreous enamels for 
materials which possess no such 
qualities. 

Vitreous enamels, when used on 
sheet steel are fused at approxi- 
mately 800/850 degrees C. The 
melting temperature of the tin 
coating on tinplate is less than 
250 degrees C., which alone 
renders its use for vitreous work 
quite impossible. 

ALBERT F. JAY, 
Burnham & Co. 
(Onyx) Ltd. 


Not Accepted 


Sir,—My firm was one of those 
who received the invitation re- 
ferred to in your last issue, to join 
the Advertisement Contractors 
Association. Having no desire to 
associate ourselves with a body 
who could write in such terms 
we, in common I suspect with 
many others, threw the invitation 
in the WPB. 

It is perhaps significant that 
some of the largest and best- 
known space selling firms in this 
field were not members of this 
Association according to the latest 
details of membership published. 
It is possible that Chamber of 
Commerce secretaries draw their 
own conclusions from such not- 
able omissions. 

ALAN G. NICHOLLS, 
Managing Director, 
Key Directories Ltd. 
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A group of eight Companies concerned with the 
Creation, Production and Servicing of Exhibitions 


and Displays in Great Britain and throughout the 


World City Display Organisation, Exhibition Works, 30 Uxbridge Road, London, W.12. SHEpherd’s Bush 1281 
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A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON, E:C.4 
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Children? Two, one aged four and 


the other is six months. Not much spare time? 
You’re right, but when I do get time to relax 
I usually read or knit. I’m making a Twin set 
at the moment from a design in my monthly 
magazine. I’ll probably knit a few rows to-night 
when I settle down after the evening meal. 
Found a nice recipe today—that was from my 
magazine, too. Which reminds me, there’s an 
advertisement in this month’s issue for a new 
washing powder—must give that a trial. What 
magazine do I read? Why of course, MY HOME 


PAGE RATE £200 I/- MONTHLY 


EVERY ADVERTISEMENT 
IN MY HOME IS BACKED BY 
A LOYAL READERSHIP 


MY HOME 


SALES EXCEED 


430,000 


AN A*P PUBLICATION 
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Sikes Expected Soon In Nottingham 


CITY COUNCIL PHOTOGRAPH ALL ADS. 
AND SIGNS ON MAIN APPROACH ROAD 


NOTTINGHAM is likely to be one of the first cities to 
employ the challenge system vigorously against existing 


outdoor advertisements. 
appeal inquiry there last week. 

It was stated that photographs 
have been taken of every adver- 
tisement and advertising sign for 
two miles along Mansfield Road, 
main artery from the north and 
the city’s busiest approach road; 
that these are now in the city 
council's files, and that “the more 
undesirable of them” are to be 
challenged by the Corporation. 

The appeal—which was ad- 
journed—arose out of refusal by 
the Corporation of permission for 
a chemist to erect a neon sign 
over his shop in Mansfield Road. 

“This sign is an advertisement 
which the Town Planning Com- 
mittee would want to challenge 
if it were erected,” said I. G. 
Holt, solicitor, for the Corpora- 
tion. “A lot of buildings io the 
neighbourhood of this shop 
would look quite well if the 
offending advertisements were 
removed. 


Front Garden 


“I submit that the proposed 
sign would spoil the appearance 
of this building—and spoil the 
amenities of Mansfield Road. 

“If this sign were permitted it 
would be inconsistent with the 
steps we propose to take to chal- 
oe advertisements on Mansfield 

oad.” 


Mr. Holt likened Mansfield 
Road to the front garden of a 
private house. It gave the first 
impression of Nottingham to 
visitors on its most important 
road. 

On both sides were residential 
areas, and it was not only an im- 
portant, but a very pleasing ap- 
proach road. Almost without 
exception the property was sub- 
stantial and in good repair, and 
a large proportion was of a good 
class residential standard. 

Mansfield Road was one of a 
very high degree of amenity which 
the Council intended to safe- 


This was revealed during a planning 


engineer, produced to the Minis- 
try’s Inspector photographs of 
some of the advertisements which 
were to be challenged. 

Mansfield Road had been 
chosen as the most important and 
the first road for which these 
powers should be exercised, he 
said. The photographs had been 
taken so that the Corporation 
might proceed on an overall plan 
and not spasmodically and 
unfairly. 


BISHOP OFF TO 
SCANDINAVIA 


F. P. Bishop, M.P., general 
manager, Newsprint Supply Co.., 
leaves to-day (Thursday) for talks 
with Scandinavian paper millers. 
He will be away a fortnight. 


Gaitskell For 
1.S.M.A. Conference 


Hugh Gaitskell, Chancellor of 
the Exchequer, will be the guest 
of honour at the Incorporated 
Sales Managers’ Association 
annual conference luncheon at the 
Connaught Rooms on October 
26. Subject of the Conference is 
“Aveiding Waste in Distribution.” 


Symbolic Figure 
On The Bridge 


These figures are part of a 
“Financial Times’ advertisement 
at London Bridge which is the 
largest railway poster site in Lon- 
don, measuring 140 ft. by 8 ft. 

They will also appear in 
“Financial Times’ outdoor pub- 
licity throughout the country and 
on 16-sheet sites in London and 
provincial railway termini and 
16-sheet double crown sites on 
the Underground. 

The campaign is handled by 
A. N. Holden & Co., Ltd. The 
“Financial Times’ commissioned 
Abram Games to create “ a sym- 
bolic figure.” 


‘NO FAVOUR IS 
SHOWN’ 


Arthur R,. Knowles, secretary- 
general, The Association of 
British Chambers of Commerce, 
has informed Derek Barnard, 
hon. secretary, Advertisement 
Contractors Association, that 
inquiries among the approxi- 
mately 100 Chambers affiliated to 
his Association show that in no 
case is a Chamber showing, or 
prepared to show, favour to mem- 
bers of the Advertisement Con- 
tractors Association. 

This statement is in reply to a 
letter from Mr. Barnard last week 
in ADVERTISER'S WEEKLY. 

(SEE STOP PRESS) 


guard. 
H 


M. Lawson, deputy city 


...to reach the Local Government Purchaser 


WITH BUILDING, ENGINEERING AND OFFICE SUPPLIERS ACCOUNTS 


usE ‘Local Government Service’ 


The official journal of the National Association 
of Local Government Officers. Astute space- 
buyers know that it’s the only publication to 
reach all grades of local government purchaser, 
both official and otherwise. And with a 70% 


male readership it offers a useful market for 
men’s wear and accessories, too. Circulation 
231,500 (readership considerably more) — Rates 
£130 per page (about 11/- per 1,000). For further 
details write to: 


Reginald Harris Publications Ltd., 12 Stanhope Row, London, W.1, or "phone Grosvenor 3879 
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Murphy’s Offer Dealers 
Novel Poster Scheme 


“JOHNSMITH — 


- P ‘ i 
ua PPG STARLET wists eacermetoe 


A specimen poster. 


Poster Rates 
Forecast 


Price of a 16-sheet poster in 
London, now 6s. a week, will have 
doubled by the end of 1953. 

This is the opinion of G. L. 
McLellan, general manager, 
Borough Billposting Co., Ltd. 

“On October 1 it goes up to 
7s. 6d.,” he said. “Taking into 
consideration the probable effect 
of the Town and Country Plan- 
ning Act during the next 12 
months; the constant increases in 
the price of materials, labour and 
transport, and in the loca] muni- 
cipal rates; and the effect of the 
Local Government Act, 1948, 
which comes into operation in 
1953, it is quite likely that by the 
end of that year, a London 16- 
sheet will cost 12s.” 

(See Mainly Personal, page 342) 


If 50 dealers agree to parti- 
cipate, Murphy Radio Ltd. 
will start an individual 
dealers’ poster scheme. 


A specimen poster has been 
designed to pin-point the local 
Murphy retailer and his shop. It 
is 16-sheet with the name and 
address of the dealer in black on 
a yellow background. A white 
volute arrow with a red point, the 
phrase “Your Murphy dealer” in 
yellow and red, and a photograph 
(30 in. x 20 in.) of the local dealer 
appear ona black background. 


Frank Jeffery, advertising man- 
ager, Murphy Radio Ltd., has 
told dealers that incorporating 
their pictures will add consider- 
ably to the cost of the scheme 
but the portrait would be an 
unusual and distinctive feature in 
the design. 

He has explained: “Posters of 
this size must be printed in large 
numbers if they are to be pro- 
duced at a reasonable price, and 
it would not be economic to order 
less than a thousand. Taking it 
that the average number of sites 
per dealer would be four and 
that each site would require five 
changes of posters per year to 
keep them fresh and good, the 
number of dealers required to 
participate would be 50 in order 
to make a start on the scheme 
worthwhile. 

“At this rate the cost per poster 
(apart from the site charge which 
dealers would pay direct to their 
bill-posting concern) including 
enlarging, retouching, and print- 
ing copies of the dealer’s own 
photograph and _ overprinting 
name and address would be 23s. 
This would’ make a _ probable 
overall. cost, including the site 
charge, of about 7s. 6d. per week 
per site.” 


CARTERS WERE IN THE SWIM 


Second part of a tie-up between 
products of H. W. Carter & Co., 
Ltd., and the Daily Mail cross 
Channel race is this showcard 
featuring Godfrey Chapman first 
British swimmer across. 

About a month before the race 
showcards featuring Sam Rockett. 
the officia] trainer, pouring out a 
glass of Quosh fruit squash, were 
distributed to shops, hotels and 
milk bars in South coast towns. 
The card illustrated here, which 
is being distributed mainly in 
Weymouth, Chapman's home 
town, has been produced in under 
a week. 

Proofs of the photograph were 
available last Friday afternoon 
and the final order of arrival over 
here confirmed on Monday morn 
ing. Artwork was passed by Mon 
day afternoon and the cards were 
being sent out to-day (Thursday). 
All contestants in the race were 
offered Ribena during training. 


Ribena 
Sights fatigne 


Showcard produced for Wey- 
mouth—a topical touch. 


Lets go 
and SEE it/ 
=— 


“NO HIGHWAY” 


feos STOWART Maree DIETRICH 

Gril (OHINS ack MANE KING 
ee Fp othe ‘ 

Datdsctry Doe ov we Sgmere h ~Ts 


This is one of the advertisements 

being used by Twentieth Century- 

Fox to attract book-lovers to the 
cinema. 
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Appealing To 
Book Lovers 


A campaign directed at the 
readers of good literature is to be 
used by Twentieth Century-Fox 
Film Co., Ltd., to precede the 
general release of their film “No 
Highway” which is adapted from 
a novel by Nevil Shute. 

This is an innovation in film 
advertising. For some time past 
the industry has been concerned 
at the loss of patronage from the 
family circle. Publicity director 
of Twentieth Century, John Ware, 
is attempting to woo back the 
book lovers with these advertise- 
ments. 

Three advertisements have 
been designed by agents Allar- 
dyce Palmer Ltd. Papers to be 
used include The Times, Times 
Literary Supplement, Daily Tele- 
graph, Manchester Guardian, 
Birmingham Post, Yorkshire 
Evening Post, Evening Standard, 
Evening News, Star, Manchester 
Daily Dispatch. 


Emu Launch Biggest Knitting 
Campaign: Contests Planned 


Emu Wools Ltd., have pre- 
pared what is claimed to be the 
most intensive and comprehen- 
sive publicity campaign ever to 
be aimed at the knitters of this 
country, through their agents 
Willings Press Service Ltd. 

Focal point of this campaign is 
a £1,000 knitting competition to 
be run in six sections and offering 
439 prizes. One of the sections is 
open to men only. 

All entries will have to be 
knitted in Emu wools while to 
complete the . “everygne-in-the- 
family” interest an art and slogan 
competition for under-14’s is to 
be run_ simultaneously, an 
enamelled badge being sent to 
every child entrant. 

To encourage the Emu stockist 
to play his part an Emu Knitting 
Fortnight will be held from 
October 8-20. It, too, has as its 
centre piece a competition, this 
time a £100 window dressing 
competition divided into two sec- 
tions, one for those who dress 
their own windows, one for those 
with professional display staff. A 
subsidiary competition involves 
the placing of Emu knitting leaf- 
lets in order of popularity. 

Bonus prizes will be awarded 


ODD SP@T 


A well-known aperitif com- 
pany has donated a life- 
saving buoy to all of France’s 
beaches, reports the “Con- 
tinental Daily Mail.” 

The buoy, equipped with a 
bottle of oxygen, can remain 
in the water for several hours. 

When a drowning man grabs 
it, he will be able to read on 
the side: “Such-and-such’s 
aperitif is much better than 
water.” 


to the shops selling the woo] used 
by the winners of each of the six 
sections. 

First shot in the trade Press 
advertising was fired on August 
18 with a four-page colour inset 
in Drapers’ Record. 

Public advertising to supple- 
ment the displays in the wool 
shops is to be split between 
national daily and Sunday papers, 
starting with half-page announce- 
ments in the Sunday Chronicle 
on October 7 and the Daily 
Mirror on the following day, the 
first day of the “Fortnight”; a 
list of women’s magazines with 
total circulations well over the 
ten million mark, the first spaces 
being booked for September; and 
roofcards and posters in the tubes 
in London, the pul! of these being 
balanced in the provincial centres 
by further Press advertising. 

Throughout the knitting season 
a technicolor filmlet prepared by 
Theatre Publicity Ltd. will be 
exhibited in cinemas up and down 
the country. This is claimed to 
be the first filmlet dealing with 
knitting wool to be exhibited in 
this country. 


Birthday Tie-Up 


A four-page picture souvenir 
of Princess Margaret’s coming of 
age was included in Tuesday’s 
issue of the Daily Graphic. A 
seven-inch d.c. advertisement for 
Yardley’s read: “To Her Royal 
Highness Princess Margaret loyal 
greetings on this happy day from 
the House of Yardley.” 

A similar size space for Cow 
& Gate Ltd. also had copy ty- 
ing up with Royal Babies. 

Ovaltine and English Electric 
Co., Ltd., took full pages in the 
issue. 
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HOW MARKET RESEARCH AIDS DISTRIBUTION 


Industry, Public Will Benefit 
As Techniques Improve 


—UNILEVER CHIEF 


Last year Lever Brothers and Unilever Ltd. spent more 
than £650,000 in different countries on market research. This 
is revealed in a report, printed for private circulation, of a 
speech made recently by Sir Geoffrey Heyworth, chairman. 


Discussing the contribution that , 
make | 


the manufacturer must 


to efficiency of distribution, he | 


| 9079910 | 
oP "E 


said: 

“Just as it is in his interest to 
find better ways of organising his 
manufacturing process, so is he 
concerned with finding better 
ways of getting his product from 
the factory into final use. It may 
be desirable for him to bring more 
of the selling of his goods under 
his own control, but almost 


equally frequently we find that | 


the changes may be in the oppo- 
site direction. 

“It was the experience of our- 
selves and many others that when 


direct selling was introduced the | 
process was often carried to an | 
uneconomic degree and a subse- | 
quent modification making it at- | 


tractive for the wholesaler to 
cover the more scattered of the 
retail outlets proved to be more 
efficient. The manufacturer there- 
fore has a continuing interest in 


alternative facilities of distribu- | 
tion being available as a check | 


against the cost of his existing 
system.” 


Continous Investigation 


The manufacturer was also 
vitally concerned in reducing to 
the minimum losses consequent 
on the falling-off in consumer 
demand for his products. Sales 
statistics were not always a suffi- 
ciently sensitive barometer; they 
only registered the producer's 
sales to the trade and not the 
movement out of the shop to the 
consumer, and naturally they 
showed nothing about the sales 
of competing products. 

“We and other manufacturers,” 
said Sir Geoffrey, “have found it 
desirable to pay for continuous 
indevendent investigation of the 
movement of our products out of 
the shops and in relation to those 
of our competitors. We believe 
that these exvenditures are more 
than justified by the saving of 
time in diagnosis of the cause of 
any drop in sales.” 

The manufacturer could also 
make a contribution to the re- 
duction of waste in distribution 
by periodic surveys of the suit- 
ability of his products by direct 
approach to the consumer. In 
particular these techniques had 
great value when new products 
involving large expenditure for 
plant and introductory advertising 
were being developed. 

As techniques improved in- 
creased expenditure on market 
research would benefit both in- 
dustry and the community. 


“And what makes you think you are 
qualified to handle our bookmaking 
account, Mr. Richards ?"* 


neuahil Is New 
Chairman 


Dr. Thomas Loveday, a direc- 
tor of the Bristol Evening Post 
Ltd., has become chairman in 
succession to the late Lt.-Col. 
P. G. Robinson. 

Walter Anstey Hawkins, man- 
aging director, has been ap- 
pointed deputy chairman, and 
Cedric Hood Pritchard has joined 
the Board. 


Increases F or 


Litho Printers 


The Amalgamated Society of 
Lithographic Printers has notified 
the British Federation of Master 
Printers that the ballot of its 
membership has resulted in 
acceptance of the proposed new 
national agreement by a substan- 
tial majority. The agreement 
which had already been approved 
by the Federation's Council 
therefore came into operation on 
the pay day in the week com- 
mencing August 13. 

It provides for increases in the 
basic rates of 12s. 6d. to crafts- 
men, 10s. to semi-skilled men 
and 8s. to women with a clause 
giving the employer discretion to 
consolidate merit money or house 
rates to the extent of the whole 
or part of the increase. There is 
also a cost of living bonus on the 
same basis as that agreed for 
other unions, the current bonus 
being 10s. to men and 7s. 6d. to 
women. The agreement is stab- 
ilized unti] November 1955 sub- 
ject to any adjustments of 
grading which may be awarded 
by the National Arbitration 
Tribunal next month. 

The agreement provides for 190 
additional apprentices over and 
above the normal quota. 


MORE WEEKLIES 
' TO SELL AT 4d. 


Price of the Pembroke County 
and West Wales Guardian is being 
raised from 3d. to 4d. as from 
September 7. Announcing the in- 
crease last week the Guardian 
attributes it to “steep rises in the 
cost of newsprint and increases 
in wages and production costs 
generally.” 

It is likely that other weeklies 
in Wales wil! raise their prices 
shortly. 


Stanley Wells, of the produc- 
tion department, W. S. Crawford 
Ltd., a lance-corporal in the Rifle 
Brigade, won the 400 and 1,500 
metres at the Rhine Army swim- 
ming championships. At 20 he 
plans to swim the Channel next 
summer. Here he is being pre- 
sented with a medal by Major- 
General C. P. Jones. 


Newsprint 
Exports Up 
From Canada 


Canada’s newsprint production 
in July was 452,455 tons, com- 
pared with 464,332 in June and 
439,225 in July, 1950, the News- 
print Association of Canada 
reports. 

Deliveries to the United States 
were 385,751 tons—a fall of 6-7 
per cent from the previous July. 
Canadian consumers received 
29.097 tons, a decline of one-fifth 
of 1 per cent from a year ago; 
but shij pments to other markets 
rose 36: iS per cent to 28,118 tons. 

For th. seven months, deliver- 
ies to al] markets increased 4-3 
per cent to 3,145,307 tons. 


100 Delegates From 12 Countries Are 
Coming To Research Conference 


Arrangements are nearing 
completion for the first Inter- 
national Conference on 
Opinion and Market Re- 
search to be held in this 
country at Tunbridge Wells 
from September 10-14. 

It is being organised by the 
Market Research Society on 
behalf of the two international 
associations, the European Society 
for Opinion Surveys and Market 
Research and the World Associa- 
tion for Public Opinion Research. 
Administrative details are in the 
hands of the president of the 
Market Research Society, Graeme 
Cranch, who reports that nearly 
100 delegates from 12 countries 
have so far registered for the 
Conference. 


A full programme has been 
arranged, some jointly, others 
being held separately by each 
association. Among the interesting 
personalities taking part are Sir 
Francis Meynell, who will chair 
the important final session on 
communications research. George 
Gallup will take the chair at an 
interesting experiment in practical 
lecturing on copy research. In 
this session, Harry Jones, presi- 
dent of the Advertising Creative 
Circle, will show what the copy- 
writer wants to know from 
research. In reply Graeme Cranch 
and Henry Durant will show how 
research can provide that infor- 
mation, and how its usefulness 
and validity for copy purposes can 
be checked. 


Well known delegates include 
John F. Maloney (U.S.A.) and 
Chr. Ditlev Reventlow (Den- 
mark), respectively presidents of 
W.A.P.O.R. and E.S.0.M.A.R. 
Countries to be represented in- 
clude Canada, Norway, Sweden. 
Holland, France, Switzerland 
and Italy. A strong delegation 
from Western Germany is also 
coming. 

The Market Research Society 
is holding a luncheon reception 
during the Conference at which 
Lord De L’Isle and Dudley, V.C., 
will be chairman. Excursions are 
being arranged for the wives of 
delegates. 

This will probably be the 
largest conference ever held in 
the world solely devoted to 
Opinion and Market Research. 
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Move To Ban 
Liquor Ads. 
In America 


A Bill to ban any form of 
liquor advertising in America 
has been introduced into Con- 
gress. 

Sponsored by Joseph R. Bry- 
son, Democratic Congressman for 
South Carolina, it covers Press 
film, radio, and television adver- 
tising. y ; 

In a statement supporting this 
Bill, he said: 

“The liquor traffic spends 
millions upon millions each year 
to win new recruits. The best 
advertising salesmen and the best 
artists in the land are hired to 
make full-page advertisements in 
the leading magazines and news- 
papers, soliciting the public to use 
the advertised products. With 
great skill and subtleness these 
ads. emphasise that drinking is a 
‘mark of distinction.’ 

“The consumption of liquor has 
increased in the same ratio as the 
amount of money expended for 
liquor advertisements. 

“In their ads. the liquor adver- 
tisers never hint at or point out 
the dangers of becoming alcoholic 
addicts. They represent only the 
‘glamorous’ side of indulgence.” 


London School Of 
J . 

Printing’s Courses 

Evening classes at the London 
School of Printing and Graphic 
Arts begin on September 24, and 
enrolments September 17-21. 
Part-time day courses begin on 
September 10; enrolment forms 
should be submitted forthwith. 

A beautifully produced pros- 
pectus gives details of the 1951-2 
programme in drawing and de- 
sign, composing, photographic 
processes, foundry work, letter- 
press, lithography, bookbinding, 
and printing science and adminis- 
tration. 


When Pressmen 


Could Be Whipped 


A Star Chamber decree under 
which anyone setting up an un- 
authorised press could be “set in 
a pillorie and whipt through the 
City of London” is one of many 
historical documents on display 
at Stationers’ Hall. 

Of profound interest to anyone 
connected with printing and 
publishing, this exhibition in- 
cludes record books that note the 
publication of the First Folio 
Shakespeare, “Paradise Lost,” 
and Johnson’s Dictionary. 

Here also are Caslon’s speci- 
men type books and examples of 
large type for posters, and copies 
of such famous _ journals 
as the North Briton, Tatler, Spec- 
tator, and Steele's Englishman, as 
well as early issues of The Times 
and the Morning Post. 

The exhibition is presented by 
the Stationers and Newspaper- 
makers Company. 
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Group Ad. Plan Gives 
Entry To U.S. Market 


Opportunities for British businessmen to enter the United 
States market will be stressed by Eric W. Stoetzner, director 
of foreign advertising for the New York Times, who arrives 
here next week. Dr. Stoetzner, now in Europe, is a warm 


advocate of co-operative 
group advertising to this end. 

The co-operative plan is readily 
recognised by American adver- 
tisers. It is a means by which 

business 
rn firms with 
+ mutual in- 
terests band 
together in 
their adver- 
tising and 
Pp romotional 
efforts. 

Dr. Stoetz- 
ner told an 
ADVER- 
TISER’S 
WEEKLY cor- 
respondent 
that the 
mutual in- 
terests can 
be of two kinds—geographical or 
industrial. The geographical ap- 
proach takes advantage of the 
fact that manufacturers of diffe- 
rent kinds of goods are located in 
One country, and promotes their 
products — as_ outstanding 
examples of national craftsman- 
ship. The industrial approach 
would take one group of manu- 
facturers—say the British woollen 
manufacturers, or ten or a dozen 
chinaware makers. 

posers advertisers using this 
method include the American 
coffee and tea industries; the 
cement, railway and trucking in- 
dustries; the Florida Citrus Com- 
mission, and the All-Year Club of 
Southern. California, which has 
helped boost travel to Southern 
California 1,000 per cent in 25 
years. 


Europe Follows Suit 


advertisers have 
started similar campaigns in 
America. Dr. Stoetzner men- 
tioned Swiss watchmakers and 
the European Travel Commission. 

The coming months will offer 
European advertisers an excellent 
opportunity to establish them- 
selves in the American market, 
he declared. More than 60 million 
people are employed there — 
24 million more than a year ago. 
Personal income is up, too. 

“America is a wide open market 
for European businessmen,” said 
Dr. Stoetzner. “There is a strong 
and growing seller’s market. As 
the American defence effort con- 
tinues to grow, opportunities will 
grow with it. 

“Co-operative group advertising 
is a simple yet effective method 
for getting your sales story across 
in America. Like any other kind 
of advertising, it cannot stand 
alone. Price, styling, distribution 
—all bear upon the success of 
any merchandising programme. 


E. W. Stoetzner 


European 


But once these basic factors have 


been organised, any businessman 
—small, medium or large—can 
enter the U.S. market with his 
advertising. He not only can enter 
it, he can establish himself there, 
and get his share of the rewards. 
Co-operative group advertising is 
not the only way, naturally, but 
it certainly is one of the most 
efficient and inexpensive means.” 


J. W. T. Open 
In Milan 


A new office of the J. Walter 
Thompson Co., Ltd., is to be 
opened in Milan to service the 
agency's international clients in 
Italy. Plans for a contact office 
in Rome are also under consid- 
eration. 

In charge of the new unit will 
be David 
James, for- 
} mer account 
} executive at 
ms, the London 

| office of the 

| J. Walter 

| Thompson 
* Co., Ltd. 

See : The  ap- 

- F pointment 

» ss has beer 

' —_— in — 

of the “sub- 

a stantial ex- 
pansion of 
the activities 
of several of 
the major J. W. T. clients.” 


Conference Film 


There has been a good response 
to the invitation issued by the 
Advertising Association to pub- 
licity clubs throughout the 
country to arrange showings of 
the Conference Film. 

Definite bookings so far are as 
follows: Newcastle, September 
18; Manchester, September 20; 
Sheffield, September 24; Berks & 
Bucks, Reading, October 3. 

Requests have also been re- 
ceived from the Publicity Clubs 
of Aberdeen and Nottingham. 


Bob A Run Offer 


Plans are now well under way 
for what is hoped to be a record 
attendance at the Hurlingham 
Club on Tuesday, September 11 
for the two Freds’ cricket match. 

Messrs. Vincent and Turner of 
Dudley Turner & Vincent Limited 
are presenting a “bob-a-run” for 
the total scored by the respective 
sides. Are other sportsmen pre- 
pared to make similar offers? 

An interesting auction will fol- 
low the game and gifts for this 
purpose will be welcomed by 
Harold Fish, c/o Fleet Street 
Column Club. 


David James 
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Club News 


Leeds 


" Ad. Courses Begin 
In October 


Enrolments for the Leeds 
College of Commerce courses in 
advertising will take place Sep- 
tember 17-21. The session begins 
on October 1. 

Giving preparation for the 
examinations of the Advertising 
Association and the Institute of 
Incorporated Practitioners in Ad- 
vertising, the courses have been 
arranged in conjunction with the 
Publicity Club of Leeds. 

_Members of the Club were in- 
vited to pay a visit to the Leeds 
studio of The British Broadcast- 
ing Corporation in Woodhouse 
Lane, Leeds, on Tuesday, to hear 
a broadcast by the Brighouse and 
Rastrick Band. 

On Thursday, September 20, 
members of the Club are invited 
to take part in a “Little Journey” 
visit to the Hope Works of G. & 
T. Earle Ltd., cement manufac- 
turers, Chapel-en-le-Frith. 

Dust-coats and headgear will 
be provided, and low-heeled shoes 
should be worn by the ladies. 


Wolverhampton 


Alan Hess Tells 
Of World Trip 


At the Publicity Club of 
Wolverhampton’s first luncheon 
of the season, more than 70 
people heard Alan Hess, P.R.O., 
Austin Motor Co., describe his 
recent round-the-world tour with 
a standard Austin. 

Many members of the town’s 
motor trade were in the audience. 


Women’s Club 


Four Officers 
Re-Elected 


At the first executive committee 
meeting of the Women’s Adver- 
tising Club of London under the 
chairmanship of Miss G. G. 
Thomas (Samson, Clark) the fol- 
lowing five appointments were 
made: Re-elected, Mrs. M. K. 
Havinden (Crawford), chairman, 
Development Committee; Miss 
Sybil Mawdesley (Condé Naste), 
representative to British Federa- 
tion of Business & Professional 
Women; Miss E. Yooll (Gossard), 
Press secretary; Mrs. A. E. Pearce 
(Saward, Baker), representative 
to Advertising Appointments 
Bureau; new appointment, Miss 
D. Edmondson (Crosse & Black- 
well), N.A.B.S. steward. 


Liver, 


N.A.B.S. Steward 

David Vernon has been elected 
N.A.B.S. steward of the Liver- 
pool and District Publicity Asso- 
ciation, of which he is a council 
member. He is the son of C. 
Harold Vernon who raised a 
record contribution for N.A.B.S. 
during his chairmanship last year. 
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L. B. Cort Joins 
C.P.V., Will Direct 


Foreign Operations 

L. B. Cort is resigning from the 
board of Reckitt & Colman 
(Overseas) Ltd. in September and 
is joining Colman Prentis and 
Varley Ltd. as director in charge 
of its entire foreign operations. 
Mr. Cort, who is 47, has been 
with Reckitt & Colman Ltd. since 
1921 and in 1943 was appointed 
overseas director responsible for 
overseas advertising and market 
research. Colman Prentis and 
Varley Ltd., in addition to their 
offices in New York and Caracas, 
are handling through their as- 
sociate agencies and representa- 
tives advertising in 48 territories 
for 32 clients in 26 languages. 

* * . 


Harold Cooper, Gina Franklin, 
and Gipsie Sherson are directors 
of Lintas Information Services 
Ltd., formed by Lintas Ltd. to 
handle editorial contacts for the 
benefit of their clients. 

7. * - 

Ronald Amos, chief Press 
officer of the Council of Industrial 
Design since 1947, joints Radia- 
tion Group Sales Ltd. on Septem- 
ber 1 as sales promotion manager 
of the solid fuel division. He will 
operate from the Division’s head 
office in Leeds. For the past two 
years he has been responsible for 
enlisting through the Press, indus- 
try’s support for the Festival of 
Britain exhibitions and official 
programme, and for publicising 
industrial aspects of the Festival. 

* * * 

Two new directors have been 
appointed to the board of Pres- 
services Ltd., of Reading, publi- 
city and public relations consul- 
tants. They are Col. W. A. 
Metge and J. J. White, 


Alec Spoor (National Associa- 
tion of Local Government 
Officers) has announced his resig- 
nation of the hon. secretaryship 
of the Institute of Public Rela- 
tions, owing to ill health, but will 
stand for re-election to the coun- 
cil. Recommended by the council 
for the following offices are: 
president, Roger Wimbush (Ford 
Motor Co.); vice-president, T. 
Fife-Clark (Central Office of 
Information); hon. secretary, 

jorman H. Rogers (National 
Association of Local Government 
Officers); hon. treasurer, A. K. 
Vint (Hastings Corporation). 


Three In Tune 


Two London advertising 
men appeared on the television 
screen last Friday. 

They were Hubert A, W. 
Oughton, chairman and man- 
aging director, W. S. Crawford 
Ltd., and president, Institute 
of Incorporated Practitioners 
in Advertising, and Hugo 
Vogel, managing director of 
the British region of Grant 
Advertising Ltd. 

Starring singer Irene Man- 
ning, and entitled “An Ameri- 
can in London,” the feature 
enabled Mr. Oughton to praise 
the International Advertising 
Conference and refer to the 
enormous consumption of 
newsprint by American papers. 

Mr. Vogel, who replied, had 
brought the music of a typical 
American “commercial,” 
which was sung by all three. 


Vera Turland, advertising and 
publicity manager of Dereta 
(London) Ltd., will be married 
at the Church of St. James, 
Spanish Place, W.1, on Saturday. 
Her future husband, G. L. Evans, 
is not connected with advertising. 


L. B. Cort 


James Anderson 


Ronald Amos 


The Food Manufacturers’ 
Federation Incorporated have 
appointed J. F. B. O'Shea as 
general organiser of the second 
British mos rex next Jaly. 


W. J. Leaper, the general secre- 
tary of the Solus Outdoor 
Advertising Association Ltd., 
was a successful candidate in 


the recent LL.B. final examina- 
tions of London Univerdiy. 


The following have been 
elected fellows of the Institute of 
Directors: H. Bourne (Chadwick- 
Latz Ltd.), R. A. Loader (Samson 
Con £2 Ge. te 2. SG 
McConnell (McConnell’s Adver- 
tising Service Ltd.), E. Morton 
(Peterborough Central Printers 
Ltd.), Miss Parsons 
(Bridgemore Advertising Partner- 
ship Ltd.), T. A. Lacy Thompson 
(Scott & Turner Ltd.), C. EL. L. 

Wickremsinghe (Associated News- 
papers of Ceylon Ltd.), John M. 
Ryan (Creative fowmals, Ltd.) 


R. Foster, of R. Foster & Co. 
(Display) Ltd., will shortly re- 
visit the Madrid advertising 
agency, Nestor Jacob, in connec- 
tion with the formation of an 
associate screen printing com- 
pany, Chromolux. Mr. Foster's 
production manager, G, W. Horn, 
is at present with Nestor Jacob, 
giving advice and instruction. 

. * * 

E. G. Moore has been 
appointed assistant public rela- 
tions officer at the Canadian 
Pacific Railway's European head 
office in London. 


Teams representing Odhams Press and Bowater Lloyds Golfing Societies were entertained by the chairman 


of Odhams Press Ltd., A. C. Duncan, at Cuddington. 


Odhams won by 34 games to 24. 


Players here 


pictured: Back row (1. tor.) W. le Clerq (Odhams), A. Ireland (Bowater), N. G. Duncan (Odhams), D. R. 
Lloyd (Odhams), A. Entwistle rer P. Colthup (Bowaters), M. J. Smith (Odhams), Middle row: 


R. A. Bachelor (Bowaters), C. 


Bull (Odhams), D. Machray (Odhams), E. Mantle (Bowaters), G. C. 


Odhams (Odhams), S. aioe (Bowaters), T. Odhams (Odhams), Front row: G. Packer (Bowaters), 
G. Shaw (Bowaters), K. Linforth (Bowaters), A. C. Duncan (Odhams), G. Rollason (Odhams), J. Stanford 
(Odhams), J. Garrett (Bowaters), A. E. Wood (Odhams), G. Barton (Bowaters). 


Press Team 
For U.S.A. 


A team representing the provin- 
cial and London suburban Press 
will shortly visit the U.S.A. under 
the auspices of the Anglo- 
American Council on Produc- 
tivity and the technical assistance 
programme of E.C.A. 

Representing management and 
employee representatives, the 
team is expected to include the 
following: Management, James 
Anderson, works manager, 
Wolverhampton Express and Star; 
P. J. Ball, general manager, Derby 
Evening Telegraph; John Swale, 
Widnes News Series. Editorial, 
H. J. Bradley, immediate past- 
president of the N.U.J.; Kemsley 
Newspapers, Manchester; John 
Sargeant, editor-in-chief, Home 
Counties Newspapers Ltd. Com- 
posing room, W. McGravey, hand 
compositor, Middlesbrough 
Gazette; H. G. Milner, assis- 
tant production manager, 
Manchester Guardian; H. J. 
Rylands, linotype operator, York- 
shire Post; W. G. Stead, deputy 
overseer, Birmingham Evening 
Despatch. Machine maintenance, 
P. R. Osborn, Yorkshire Post. 
Stereotyper, F. W. Baker, Birm- 
ingham Post. Machine room, 
F. Short, machine assistant, Liver- 
pool Post aad Echo; Douglas 
Upton, South Essex Record:rs. 
Wire room, Sydney Fry, chief 
telegraphist, Bristol Evening Post. 
Process engraver, G. A. Gohl, 
Hull Daily Mail. Publishing and 
despatch, W. A. Warden, Hendon 
Times. 

Wm. G. Ridd, secretary, News- 
paper Society, will travel as 
official secretary to the team, 
which is expected to visit New 
York. Boston, Chicago, Min- 
neapolis and Washington. 


OBITUARY 
Valentine Smith 


The death occurred on Wednes- 
day of last week of Valentine 
Smith, for many years circulation 
manager, Daily Mail, and subse- 
quently newspaper wholesaler in 
the Eastleigh and Southampton, 
area, 

It was his wish that instead of 
tokens of remembrance, friends 
should send a donation to “Old 
Ben” (Newsvendors’ Institution). 
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Bringing Research Down 
To Earth 


AD the organisers been gifted with prescience they could 

scarcely have chosen a more appropriate time for the 

forthcoming international conference on opinion and 
market research, to be held next month. 

It follows conveniently close on the International Advertising 
Conference where the need for continued technical advance in all 
aspects of advertising was stressed by many influential speakers. 
More important still, it comes at a time when surveys, and their 
system or science, are the target of criticism. Any stick is good 
enough to beat the research man with, these days, especially 
those who endeavour to assess public opinion. (The latter is so 
fickle, on some subjects, that it is apt to change even while the 
results of patient inquiry are being published.) Market research 
is on firmer ground, but is by no means as securely based in the 
affection of advertisers as it ought to be. Elsewhere in this issue 
we publish a tribute by the head of one of the world’s biggest 
combines. Many others in commercial life still remain to be 
convinced, however. 

Before much prejudice can be overconte, research must face 
the critics within our own industry. Not all agents, for example, 
are persuaded that a sound case has been made out. Research, 
they feel, should stick to simple mathematics, and not venture 
into the realms of applied psychology. Within advertising such 
criticism is not ill-natured. It springs from native caution. 

Is it not possible that some of the advocates of research are 
themselves responsible for a coolness towards their branch of the 
selling service? Had they not encouraged the belief that they were 
dealing with a complicated and abstruse subject, more enthusiasm 
might have been engendered. 

There is nothing weird and mysterious about market research, 
or any other accepted phase of inquiry undertaken to determine 
sales policy. Experts are not bogy-men; nor are they cuckoos 
in the nest. 

The research worker in advertising is like the chemist in 
agriculture. He can help choose the soil—or the grain—from 
which, in due season, the best harvest can be garnered. 

If the September conference helps to underline this simple fact, 
and make it more widely known throughout these islands, then 
honour will be satisfied, and prejudice will begin to ebb. If the 
conference fails to bring research down to earth then a great 
opportunity will be lost. 


@ Change of subscriber’s address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Signs of the 
times 


HEN the Festival frolics 

are over, darkness is likely 
to descend once more on the 
shop windows of Britain. 
Window lighting and advertis- 
ing signs will be forbidden from 
7 a.m. to 7 p.m. from October 
6, it is expected. 

With warnings that Britain is 
facing the worst electricity supply 
situation since the winter fuel 
crisis of 1947, sign men are ap- 
prehensive. They recall that in 
April when the ad. lights ban was 
raised, Alfred Robens, then Par- 
liamentary Secretary to the Fuel 
Ministry, stated: “It is not our 
intention to ban electric lighting 
again. It is thought that restric- 
tions on electric signs during peak 
hours will be sufficient to meet 
future needs.” 

An assurance would be wel- 
comed from the Ministry that this 
promise is to be honoured—but 
already they are getting very coy 
about it. Officially the matter is 
“under review.” 

It is feared, however, that the 
men at the Ministry may favour 
another “all hours” ban on ad. 
lights. Whitehall is apt to imagine 
that shivering Britons will pro- 
test less warmly if there is a 
complete blackout. 

—_— A el A el 


Just because they are lying low 
and saying nothing, it should not 
be assumed that sign makers and 
contractors are unmindful of the 
danger that besets them when the 
challenge system against outdoor 
advertising comes into full play. 
Some people have imagined that 
only posters may be assailed, but 
reports from the Midlands indi- 
cate that local authorities there 
are equally concerned about 
electric signs. 


Looking ahead 


Cave advertising con- 
tinues to win fresh support. 

Stationers have been talking 
about a campaign with a financial 
backing of at least £20,000, and 
already several slogans have been 
suggested. The optical trades are 
also being urged to prepare a 
campaign for selling their goods, 
now that a charge has been in- 
troduced on spectacles under the 
National Health scheme. 

New ideas for spectacles may 


be boosted. One suggestion is 
that a fashionable woman could 
have several pairs in different 
colours to harmonise with her 
various outfits and for different 
times of the day and duties. 

Advocates of these plans will 
find their respective trades hard 
to convince so far as finance is 
concerned. 


Northern housewives may be 
used as a test market for a new 
foaming abrasive cleanser, 
shortly. Some students of market- 
ing expect that several of the big 
soap firms will be active in this 
field before the winter is out. 


Exam results to 


be probed 


EEN topic for discussion in 
the Clubs this autumn will 

be the results of this year’s Adver- 
tising Association examinations. 
Effect of the increased pass 
standard is likely to be warmly 
debated and there will be 
considerable support for better 
facilities for tuition. Education 
authorities face a great difficulty 
here since often only a handful 
of students go forward for the 
final diploma of the Advertising 
Association in each area, 

Manchester Publicity Associa- 
tion may well take the lead. They 
are already investigating the 
courses offered by a well-known 
correspondence school, and the 
suggestion that these could be sup- 
plemented by special tuition at 
set intervals. A scheme like this 
could be worked easily, were 
there oniy three to four students 
taking the finals in each area. 

When the Education Commit- 
tee meet to consider postal courses 
next month, it may well be that 
some compromise on these lines 
will offer the best solution. 


To facilitate world trade a 
commercial telephone directory 
in the four chief languages— 
English, French, Spanish and 
German—is being published next 
year. It gathers in a_ single 
volume information on all en- 
gaged in international or trade 
relationships, and aims to give 
names, addresses, cable addresses 
and telephone numbers. 


ROUND TABLE 
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Features for 


every member of 


Some Typical Features 
the Famil BJ « © © FELLOW-TRAVELLERS IN THE PUBLIC SERVICE 


Lord Vansittart, P.C., G.C.B., G.C.M.G. 

BIRD LIFE IN THE ARCTIC 
Seton Gordon 
THE HIGHLAND CLANS 
Moray McLaren 

PRINCESS MARGARET’S BIRTHPLACE 

Geoffery Harmsworth 
CRICKET’S BACK-ROOM BOYS 

lan Peebles 


G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR + 114 FLEET STREET, LONDON, E.C 4 
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HE Preliminary Reports of 

the April, 1951, Census of 
Population have been published 
this year with commendable 
speed. The general impression, 
however, is rather disappoint- 
ing. A good deal that is of 
value can be laboriously ex- 
tracted from it, but only by 
using data procured elsewhere 
as an aid. In consequence, the 
much more important results 
promised for mid-1952 from the 
1 in 100 sample of all the 
returns are still eagerly awaited. 

One of the big difficulties is 
that most data is given in the 
form of comparisons between 
1931 and 1951. For example, the 
data for standard regions, into 
which the country is now sensibly 
divided, show the following 
increases between 1931 and 1951. 


But this, at first sight, may give 
an undue emphasis to the eastern 
and southern areas. For practical! 
marketing purposes, however, it 
is far more valuable to bring out 
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How The Census Preliminary Results Can 
Be Used To Clarify The Market Picture 


The Registrar General’s office has in its possession the clearest picture 
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available of the present whereabouts of every one of those who buy. 


Their effort in publishing preliminary results so quickly is very 


commendable. Unfortunately it is not easy to get a clear idea of 
population trends from figures that compare with the 1931 position. 
Our contributor, a marketing and researgh executive in a London 


trends within the 
areas. In the first two areas, 
most of the increase in population 
will be found to be concentrated 
in the 1931-39 period, while the 
shifts elsewhere to a great extent 
are due to wartime and postwar 
developments, A great deal has 
obviously been going on in the 
triangle “Bristol-Cambridge- 
Shrewsbury.” 


Recent Figures 
Are Available 


For this reason, it seems far 
more valuable to use the 1947-51 
increases, which can be derived 
from Marketing Survey of the 
U.K. (Business Publications Ltd., 
105s.) 

For example, in the Liver- 
pool cenurbation, as now offici- 
ally defined, population rose 2-6 
per cent between 1931-51 and 
1:9 per cent between 1939-51. But 
in the more limited conurbation 
shown in the Marketing Survey 
(Table 1) the population has risen 
5 per cent in the period from 
1947-49 and this figure and the 
continued trend into 195! are 
perhaps the most significant 
points for salesmen and market- 
ing executives. Business men, in 
fact, are interested as much in the 
“flow-lines” in the moving cur- 
rents of population as in the 
“change in the water level.” 

It is greatly to be hoped that 
new censuses or samplings may 
be taken at far less than 20-year 
intervals, 

It is a step forward for business 


the current 


I—CHANGES IN LIMITED CONURBATIONS 


agency, suggests how the best value can be derived from the reports. 


COUNTY POPULATION CHANGES, 1931-51 
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| Official area | % change in 
English and Welsh | popn. April 1951 ©. increase M.S. U.K. 
Conurbations | (000's) 1939-51 area 1947-9 
Greater London... Salis ave t —i4 3-5 
S.E. Lancashire ... a on 26 
W. Midlands an ane 76 3-4 
W. Yorkshire | 21 2-3 
Merseyside os | 19 50 
‘Tyneside ... | 1-2 | 3-6 
| Popn. Dec. 1949 
Other M.S. U.K. Conurbations 000’s) | 
Middlesbrough “i noo” 362 — | 3:7 
Bristol... 608 _ | 3-1 
Cardiff. 444 _ | 48 
Bournemouth 266 _ | 2-6 
Portsmouth 373 — | 13-9 


J 


_Telated. Whether they 


statisticians to see the standard- 
ised regions and standardised 
conurbations to which in future 
Government statistics will be cor- 
are the 
most suitable for business pur- 
poses is another matter; whether, 
again, published data for these 
larger areas will supersede the 
publishing of details by towns 
and so on as time goes on remains 
to be seen, but if so it would be 
a retrograde ste>. Greater stress 
might perhaps be laid again on 
the care necessary in interpreting 
figures showing the trend as be- 
tween urban and rural population. 


Look, for example, at the follow- 
ing table: 


England & Wales: | 1931 | 1939 | 1951 
Urban areas ... | 80-0 | 82-4 | 80-7 
Rural ,, ... | 200 | 176 | 193 

At first sight to the non- 


Statistician it might seem that the 
trend of urbanisation had been 
reversed by the war. But whereas 
between 1931-39 many “R.Ds” 
got absorbed into “U.Ds” or 
“M.Bs”, the war has prevented a 


Continued on next page 
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Man with a double life 


From Monday to Friday burly ex-Flight Lieutenant 


Kenneth Sherwood, D.F.C., is a successful insurance 
consultant. Saturday and Sunday, charter airline 
pilot Sherwood flies multi-engined aircraft to 
places like Helsinki and Athens. 

But what does he do with his spare time ? 

Well, he “gets a whale of a kick from stooging 
around” in the charming little garden behind the 
house he has bought in Overdale Avenue, New 
Malden. Other times he takes his family out in 


the car. And television plays claim his interest, too. 
The Sherwoods are regular readers of the Sunday 
Pictorial. Because the 5,082,814 (June 1951) 
families who read the Sunday Pictorial each week 
constitute a huge cross section of Great Britain, 
they include families from all classes and all 
income groups. 

By advertising in the Sunday Pictorial you can 
reachthem very economically, too. Itssquareinch per 
thousand space rate of .70d. is only 9.4% above 1939. 


Sunday 


Pictorial 
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good deal of such “technical” ab- 
sorption, and evacuation, housing 
and work problems have indelibly 
left their mark on the character 
of the populations living now in 
rural districts close to urban 
areas 

This is an important point for 
calculators of sales potentials to 
bear in mind. It is conceivable 
that the section of the population, 
which would have been regarded 
before the war as “truly rural,” 
may now well be nearer 15 per 
cent than 19-3 per cent of the 
total. The population, for ex- 
ample, at Bagshot R.D., now 
14,400, has increased by 27 per 
cent since 1931 and it is obvious 
on visiting the area that a much 
larger percentage of this popula- 
tion than before the war are 
urban minded and indeed, thanks 
to the growth of transport ser- 
vices, are urban buyers. 

When studying the potential in 
the towns, it is important to take 
far greater account than before 
the war of the hinterland areas 
feeding into them. Many figures 
of town populations cannot be 
reconciled with sales per head 
there until, among other things, 


NETT 


~ Ken 
Messen 


Continued from previous page 


one allows for the effect of the 
outskirts. Such places as Bourne- 
mouth and Portsmouth must to- 
day be regarded merely as the 
centres of smaller conurbations 
for which population must be 
taken as a whole. These ideas 
are forcefully brought out in the 
Marketing Survey of the U.K. 
(See Table I.) 

Perhaps one of the most valu- 
able tabulations in the Prelimin- 
ary Reports is that which gives 
increases between 1939 and 1951 
for comparable areas in the towns 
over 50,000. Here, where popu- 
lations have greatly increased or 
declined, we can be reasonably 
sure, in view of the conditions 
of the last 10 years, that the shop 
distribution has not had a chance 
to adjust itself by number or type. 
Thus the chance is open to check 
the number of sales outlets for a 
manufacturer’s products, the sales 
per head and so on to see if 
potentials and distribution are 
effective. For this type of work, 
details in the Marketing Survey 
of the U.K. can be suitably 
matched to internal sales or other 
records. The towns with over 
50,000 population showing the 


SALE 


January to June, 195! 


60,141 


Copies weekly (ABC) 


328 


CENSUS RESULTS CAN CLARIFY THE MARKET PICTURE 


AuGusT 23, 1951 


COUNTY POPULATION CHANGES, 1931-51 


biggest changes percentage-wise 
are as follows: 


Towns over 50,000 popu- | Increase since 
lation in 1951 1939 


West Bromwich ... bead 53 
Chislehurst and Sidcup.. 33 
Solihull ... aan : : 
Slough . 26 
Orpington 28 
Uxbridge 24 
Huyton ... aes 63 
Scunthorpe Sia ie 25 
Big decreases 
since 1939 
London County and City 17 
Portsmouth op wan 10 
‘Tottenham ane si ll 


It is to be that the 
Census of Distribution will ade- 
quately augment the details 
regarding turnover, outlets and 
so on, which are badly needed for 
a detailed study of local markets. 

The Scottish Census material 
is not prepared, unfortunately, in 
the same way as that for England 
anéWales. This is partly due tothe 
different town structure and to 
administrative convenience. In 
consequence, it is difficult quickly 
to add together results, say, of 
comparable urban and rural areas 
from the two reports. Table II, 
gives the City Size Distribution, 
as far as it can be compiled for 
Great Britain as a whole. 


ll—“CITY-SIZE” DISTRIBUTION, GREAT BRITAIN 


' ia No. of | Popn. 1931 | Popn. 1951 % cha 
With population in 1951 areas | (000’s) 00's) for 1931-51 

Over 1 million ee j 3 6,493 5,550 —14'5 
100,000-1,000,000 °.. 4 2,623 2,510 413 
250,000~500,000 9 23730 2OT 6-8 
100,000-250,000 =) |. 54 7,260 7,751 68 
75,000-100,000 |. 27 1,950 2291 175 
50,000-75,600 ; 66 3,258 4,109 26-1 
10,000-50,000 ie 450 9822 | 1L3ll | 15° 
Other Areas urban and rural _— 10,659 } 12,402 | 16-2 

44,795 48,841 90 
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The 
Daily Telegraph 


is the only National daily newspaper 
which, for the first six months 
of this year, shows an_ increase 
of ‘asieidiihibin over both — the 


first and second half of 1950. * 


* Latest A.B.C. figures available. 
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Our’ readers spend over 


£30.000.000 


per week 


Our full page rate is 


£30 


per insertion 


; MUNICIPAL JOURNAL and 


PUBLIC WORKS ENGINEER 


incorporating The Authorised Weekly Gazette 
and Index of Official Information, published 


in collaboration with: 


The Ministry of Local Government and 


Planning 
The Ministry of Works 
The Home Office 

The Ministry of Education 
The Ministry of Transport 

The Ministry of Health 

The Ministry of Food 

THE MUNICIPAL JOURNAL LTD. 


3/4 Clements Inn, London, W.C.2 
Telephone HOLborn 2827 


Aucust 23, 1951 


NEW BOOKS REVIEWED 


Ideas: From 
AToZ 


Advertising Idea (Printers 
Business Bookshelf, | ~ B Poblistion 
Co., 388. 6d.) 

This is not, of course, the type 
of book that you take home to 
read from cover to cover. Nor is it 
quite a reference book, for how 
can one index ideas? 

It is, however, a volume that 
repays frequent browsing—if only 
to fill in odd moments—because 
it is full of canny little hints and 
short-cuts, the distillation of many 
experienced advertising men’s 
tricks of the trade. 

Although the index at the 
beginning is of little value (unless 
it is in giving us the chance for 
an occasional smile), there is an 
efficient system of cross-referenc- 
ing which allows one to follow 
through any notion that happens 
to have clicked.—E.M. 


Media And 
Markets 


Profitable Advertising in To-day's 
Media and Markets By Ben Duffy. 
(Prentice-Hall Inc., $5.65.) 

Despite its American origin this 
book can be of practical value to 
the British advertiser. For it gives 
a clear picture of the modern 
methods of media selection and, 
after the medium has _ been 
chosen, of the way to use it to 
the best advantage. 

The book covers the whole 
field —- newspapers, magazines, 
business papers, farm papers, out- 
door advertising, not forgetting 
radio and television. Each is 
tackled from the standpoint of 
circulation, economy of rate, edi- 
torial policy, size of space, posi- 
tion, competition and the type 
of reader it attracts. 

Throughout, the author insists 
that selection of media must not 
be based solely on circulation 
figures. 

Author Ben Duffy. president of 
one of America’s best known 
agencies, claims to have per- 
sonally planned the expenditure 
of well over 100 million advertis- 
ing dollars during his thirty years 
in the agency business. His 
opinions make worth-while read- 
ing.—P.J.E. 


To Keep You 
Up-To-Date 


Britannica Book of eo? eal (Encyclo- 
pedia Britannica Ltd., 

In this valuable ner very com- 
prehensive work of reference, 
which is an annual supplement to 
Encyclopedia Britannica, are re- 
corded the outstanding events 
and developments of 1950, with 
biographies of personalities of 
the year. Copywriters will find of 
special interest the section con- 
taining words that became part 


of the English language during 
the year, and their meanings. 
The volume contains about 
750,000 words, 370 photographs, 
and 40 maps, charts and cartoons. 
Three writers contribute the 
article on advertising, A. J. 
Heighway covering Great Britain, 
the Commonwealth and Europe, 
Daniel Starch and Roger A. 
Barton giving the American pic- 
ture. Derek Hudson, literary 
editor, The Spectator, and Grant 
M. Hyde, professor of journalism, 
University of Wisconsin, are 
responsible for the article on 
newspapers and —-, 


Spelling Is So Odd! 

How To Spell, by C. Whitaker-Wilson 
(The World’s Work (1913) Ltd., 6s.). 

Because so very few of us, even 
among practised writers, are in- 
fallible when it comes to spelling, 
this is a book to be cherished. 
Not only does it give the answers, 
but it explains why the spelling 
of English is so odd. 

A few extracts from the list 
of contents suffices to show how 
helpful it is. For example: 

Adjectives in -able and -ible. 

Verbs in -cede and -ceed. 

Confusion between -ce and -se. 

Plurals for words ending in -ful. 

Who has not hesitated over 
these? And these headings are 
only a taster. I, for one. shall 
keep How to Spell on my desk. 

C.D.R. 


OTHER BOOKS 
RECEIVED 


Eating in England's Inns 
(Daily Telegraph, 1s. 3d.) is a 
worthy sequel to In Quest of 
Pleasure. It takes one, by descrip- 
tion and illustration, into worthy 
inns and delectable places in the 
southern half of England. A 
special section deals with dining 
out in the West End of London. 


Grand Alliance, by Basil Tripp 
(Chantry Publications, 12s. 6d.) 
makes a significant contribution 
to industria] history by telling the 
story of the companies that 
merged to form Allied Iron- 
founders Ltd. Incidentally, in 
the 1901-28 chapter, the author 
pays tribute to the “emergence of 
advertising and the interpretation 
of enterprise to the consumer as 
professions demanding practi- 
tioners who were trustees of good 
faith.” 

A good photographic section is 
an attractive feature of this book. 


Laundries and Laundry 
Requisites, 1951 (Anglo-Scottish 
Press, 7s. 6d.) is the tenth edition 
of a directory which lists laun- 
dries, hospitals possessing laun- 
dries, operative dyers and 
cleaners, and suppliers of 
materials. 
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Local lad 
makes good 


Many a young Midlander starts to read The Birmingham 

Post because he thinks it is the thing to do. After closer 
acquaintance with the paper he learns why it has achieved this 
reputation. 

The Birmingham Post’s service to advertisers gives them one of the 
widest “A” class readership of any provincial morning newspaper in 
the country, effectively concentrated in the prosperous Midlands. It 
is the paper for those who will “get on” as well as for those who 
have already “arrived.” 


; tie? 


% Diagram based on populations of selected 
Midlands towns, taken at last census 
Be apr ly one million 


To cover the Midlands first cover Birmingham 


r) ° 
The Birmingham Post 
Morning Daily Member of A.B.C. 
Birmingham Mail Birmingham Weekly Post 
Evening Daily The Family Journal 
38 NEW STREET . BIRMINGHAM 2 


London Office: 88 FLEET STREET, E.C.4 


Branches at Blackheath, Bromsgrove, Coventry, Dudley, Kidderminster, Leamington 
Redditch, Tamworth, Walsall and Wolverhampton se 
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Picture of a tycoon’ 


AuGustT 23, 1951 


> . 
| ~ 


reading his ~ 
favourite paper 4 wo ¥ 


The Economist 


—and all advertisements face matter. 


*Britain’s business and industrial leaders make The Economist their first choice, according to a recent survey. 


22 RYDER STREET.e LONDON S.W.1 ¢ WHITEHALL 1511 ¢ ABC NET SALE 45,658 
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A REVIEW OF 


THE REVIEWS 


ADVERTISER'S WEEKLY 


The Serious Periodical Press Gives Your 


Message To The Real Buyers 


HERE does the Serious 

Press start, and where 

does it end? In review- 
ing this very extensive field and 
its undoubted potentialities as 
an advertising medium for the 
ABC class of readership, the 
problem of definition of the 
field looms large. 

But there are five well-known 
journals—the “Big Five political 
weeklies” as they have sometimes 
been called—The Economist, The 
New Statesman and Nation, The 
Spectator, Time and Tide, and 
Truth. 


A Prime 

Minister said... . 

The oldest of these, The Spec- 
tator, was founded as long ago as 
1828. Its character, and for that 
matter, the character of the 
serious weeklies as a group, is 
well summed up by the comment 
of a Prime Minister who said of 
it: “We admire The Spectator 
because it has always stuck to 
its principles. We may not like 
them at times, but it has stuck 
to its principles regardless of cir- 
culation, of profit, or of any other 
consideration. The Spectator has 
never debased the currency with 
vulgarity or with triviality. It 
has never betrayed the interests of 
the country for sensa’‘ion or for 
profit. These are great tradi- 
tions.” 

It is because these journals 
enjoy an enviable reputation as 
journalistic enterprise of the 
highest standard that they are un- 
surpassed as advertising media 
directed to upper income-level 
readership classes. This editorial 
strength has, in fact, been respon- 
sible in large measure for the 
quite astonishing circulation 
increases which some of these 
papers have achieved. (See Table.) 

Since the war, politics and 
politicians have come to play an 
ever greater part in the normal 
life of the country. Their deci- 
sions have often meant success 
or failure to large business enter- 
prises. It is not surprising, there- 
fore, that many business men 
have turned to journals of known 
reputation to give them the 
political background andthe 
intelligence service they now need 
to conduct their affairs. 

A journal whose editorial con- 
tent is trusted by the reader and 
read exhaustively every issue is 
surely a good buy. 

But, of course, the whole cir- 
culation of these journals is not 


confined to Class A—nor would 
it be an advantage if it were. 
The Spectator, for instance, claims 
that its readership of 312,000 
(Hulton Survey 1949) is mainly 
among business and professional 
men and women; 50 per cent of 
them are in the AB income group. 
But how many of the rest will be 
in years to come? 

Adherents are also derived from 
the non-political non-business 
sections which are a feature of 
these journals. The New States- 
man and Nation claims, for ex- 
ample, that its readership is ap- 
proximately three per copy 
(although the Hulton Survey of 
1949 put the figure as high as 
350,000), and that this is made 
up not only of the Class A readers 
who are accustomed to make 
large purchases for the organisa- 
tions they represent, nor con- 
fined to politicians, journalists, 
etc., to whom the political com- 
mentary acts as a stimulus. Its 
literary and cultural reviews and 
features, it is claimed, make an 
especially strong appeal to pub- 
lishers, librarians, booksellers 
ete., and there are many sales 
in this field. 


More Than 
Dismal Science 


The Economist, too. has a field 
far wider tnan its title implies. 
It by no means specialises in the 
dismal science of economics. But 
it is perhaps less of a political 
opinion journal than are the 
other -four in this: “group,” 
except in so far as politics now 
play a part in home and foreign 
affairs, business and finance. 
There is less accent on cultural 
matters than in other journals, 
but instead, some attention is 
given to interpreting the implica- 
tions of scientific developments to 
the businessman. A measure of 
the success of this policy is the 
proportion of subscribers (A.B.C.) 
to readers (Hulton). 


“BIG FIVE” WEEKLIES: HOW 


Time & Tide also does not rely 
entirely on political news and 
comment and business for its 
strength. Indeed, asked to des- 
cribe itself, it put these two last 
in calling itself “the independent 
weekly review of literature, arts, 
politics and finance.” 


Politics Make 
For Tradition 


There is, thus, some variation 
in the type of readership that 
these journals enjoy. More pro- 
nounced is the difference in 
political approach they have. 
Each has a faithful nucleus 
of readers who share the 
opinions of the journal's editorial 
—by tradition. Many of the 
readers of the New Statesman, for 
instance, are the sons and grand- 
sons of those who were among 
the first subscribers when the 
‘Webbs started the paper in 1913. 
For them the reading of the 
paper every week-end is as 
much a ritual as the Sunday 
morning walk in the park used 
to be. 

The political coverage of these 
five papers ranges over nearly the 
whole field of thought in Britain 
to-day. On the right is Truth 
which, “because of its support of 
free enterprise 70 years ago was 
regarded as Radical,” but is now 
regarded as Conservative a 
little to the right of the opposi- 
tion, even—because of that same 
support. 

Speaking for the mass of the 
more intellectual socialists is the 
New Statesman which has re- 
flected in its almost trebled circu- 
lation the increasing political con- 
sciousness and swing towards left 
that were a feature of the war- 
time and immediate post-war 
periods. 

Between these extremes— 
though Tribune can claim to be 
a shade further left than the 
New Statesman—are The 


CHANGED SINCE 1939 


Economist, The Spectator, and 
Time & Tide. 

Most of these journals claim 
that they have not raised their 
rate per thousand since early days. 
despite the fact that in many 
cases the type of readership has 
been much improved. 

But current difficulties of pro- 
duction and materials costs are 
hitting the serious Press as much 
as all other sections. Stringent 
economies have had to be made 
in order to maintain the stan- 
dard of service.- In most cases 
rate increases have been only 
within the original cost-per- 
thousand limit. But, as was in- 
evitable, something had to go up 
sooner or later, and Truth, The 
New Statesman, and Time & 
Tide have raised their price from 
6d. to 9d. The Spectator remains 
at 6d. and The Economist at 1s. 
(though an editorial note in a 
recent edition of the latter paper 
warned that if prices continue to 
rise the time would come when 
the selling price would have to 
go up). 


Digests Are 
More ‘Popular’ 


Now let us take another look at 
our field of survey. The digests 
offer themselves for consideration. 
But here there appears to be 
doubt abou: the validity of the 
inclusion of some _ journals. 
Reader's Digest, for instance, has 
a circulation of 426,565. Its 
readership is rather over 44 mil- 
lions, which places it sixth among 
magazines included in the Hulton 
Survey after Radio Times, Picture 
Post, Illustrated, Reveille and 
John Bull. This puts it into the 
class of mass-circulation papers 
and outside our scope. World 
Digest and English Digest, too, 
seem to come into this more 
“popular” category. 

The strength of these digests 
lies in the long life of each copy. 


CIRCULATIONS AND ADVERTISEMENT RATES HAVE 


Pre-war 


Circulation* Estimated 
1949 Readersht 


Display Advertisements— Ordinary Page Rates 
Pre-war 1949 1951 


The Spectator ... 24,000 


45,000 312,000 


£40 £60 


Time & Tide 15,000 


40,000 150,000 


£20 § | 


The New Statesman and Nation 29,596, 


R83,851* 93,125 350,000 


£30 


The Economist .. 10,000 


45,000 45,658 420,000 


£20 £30 


Truth ... a dls ios I _- 


£2%5 £40 


* Figures for Spectator, New Statesman and Economist are for the first half of 1951 and certified as net sales ites ~ A ae ABC. 


The figure for New Statesman in the 1949 column relates to 1948. 


Truth does not publish circulation and readership fi 


+ Figures for Economist ate from the 1950 Hulton Survey and those for Spectator and New Statesman from the 1949 ndktion. 
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ADVERTISER'S WEEKLY 


THE 


LAW SOCIETY’S 
GAZETTE 


A monthly publication, with a guaranteed 

minimum circulation of 16,000 copies among 

Solicitors and Articled Clerks in England and 
Wales and Overseas. 


Advertising Rates Insets Rate £20 
£ s. d. Insets when folded must 
age . 0 © not exceed 8 in. by 6 in. 
pope seats and may be printed on 
Half page . 13 © © both sides in black or 
Quarter page 7 0 O- colour. 


Write for rate card and specimen copy 
to— 
THE ADVERTISING MANAGER 


THE LAW SOCIETY’S GAZETTE 
CHANCERY LANE, W.C.2 Tel.! HOLborn 9446 


An ambassador for Britain 
to Britain’s unofficial 
ambassadors abroad 


BRITAIN TO-DAY 


Published by the British Council 


‘The overseas readers of Britain To-day—in foreign countries or within 
the Empire—are precisely those who are the best friends of this country, 
the warmest admirers of our way of life, and the most willing buyers of 
our goods. ‘They are our vigorous champions all over the world, our 
most influential trade envoys. 

The goodwill of these important professional and commercial execu- 
tives is worth thousands of pounds every week to the export trade of 
this country. It can be fostered and stimulated through the advertising 
columns ot Britain To-day. 

An inexpensive and influential medium for manufacturers interested 
in creating an export demand for their products. 


ABC Certified Net Sale 31,440 


UNITED STATES: SOUTH AMERICA: AFRICA: INDIA: 
PAKISTAN: MIDDLE EAST: EUROPE: FAR EAST: 
THE DOMINIONS 

90°. Abroad 


10°, United Kingdom 


Specimen copies and full information from the 
Advertisement Representatives :— 


W. H. GOODCHILD 
114/115 Holborn, E.C.1 


Phone CHA 6989 
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REVIEW OF THE REVIEWS 


The same advantage also is 
applicable to the serious monthly 
and quarterly reviews whose 
approach is generally on an jnter- 
lectual plane higher than that of 
the topical weeklies. 

Take for instance, The Con- 
temporary Review. This journal 
has produced every month since 
1866 articles on national and 
international! affairs by competent 
authorities. Its circulation is 
mainly among libraries and simi- 
lar bodies and readership is 
therefore almost impossible to 
determine. About one third of 
its copies go overseas. 


For Friends 
And Critics 


Almost entirely overseas in its 
circulation is Britain To-day, 
which is published by the British 
Council to “bring the friends, 
and the critics, of Great Britain 
into eloser touch with current 
happenings in this country.” It 
reviews a wide range of activities 
in Britain in articles written by 
authorities on their subject. 
Copies are used by officers of the 
Council all over the world in 
developing their work, and the 
balance are sold direct. Circula- 
tion for the last six months of 
1950 was 31,440 (A.B.C.) and 
readership is estimated at about 
10 readers per copy, divided 
between classes A, B and students. 

Not all the monthlies have 
such a general coverage. Many 
specialist interests are extremely 
well served by journals in this 
field, and these journals in turn 
enjoy the closest of readership 
among people already interested 
in the subject dealt with. 

The Literary Guide and 


Rationalist Review is such a 
specialised journal, devoted 
mainly to rationalism, religion, 
philosophy, ethics, sociology, 


anthropology and _ psychology. 
Objects, decided upon foundation 
in 1885 and still adhered to, are 
to promote freedom of thought 
mainly on the subjects of science 
and religion. Circulation is stated 
to be about 6,000 and readership 
at least twice that figure. Rates 
are £15 per page, and have not 
so far been forced up by cur- 
rently rising costs. 

Many of the arts do, of course, 
support specialist journals of high 
intellectual merit. Among them is 
Music Review which was started 


90866085596 0068 
The Literary Guide 


AND RATIONALIST REVIEW (Est. 1885) 
Monthly 6d. 

The foremost Rationalist journal in 
this country, reaching, throughout 
the world, a subscription readership 
interested in critical contemporary 
problems arising from religion, 
philosophy, sociology, anthropology, 
ethics. For a thinking readership 
advertise in THE LITERARY GUIDE. 
Rates and full information from : 


10 years ago and has always been 
published from Cambridge. “It 
deals,” say the publishers, “in the 
most serious possible way with 
the most serious possible music.” 
As such, its readers are “very 
highbrow, very wealthy music- 
lovers”—the price per quarterly 
issue is 7s., and is to be increased 
shortly to 12s. 6d. to meet rising 
costs. 

Increased selling price may also 
have to be introduced by Modern 
dsp to solve the cost prob- 

m. 

Another journal serving a 
specialist field is the Geographical 
Magazine which, since its founda- 
tion in 1935 by Michael Huxley, 
has amassed a certified A.B.C. 
average sale of 71,422 per issue. 
The journal is administered by a 
Board of Trustees under the 
chairmanship of the president of 
the Royal Geographical Society. 
Half the profits are paid into a 
fund for the advancement of ex- 
ploration and of geographical 
knowledge. A recent survey car- 
ried out by the magazine indi- 
cated that there are nearly five 
readers per copy, mostly in the 
A and B classes; 25 per cent of 
the circulation goes overseas. 
Rates are now £80 per page, but 
C. H. G. Nida, the advertisement 
representatives, have sent out a 
notice warning agents that this 
will be increased to £90 from 
September 1. 


The Law 
Is—Reviewed 


Another kind of specialised 
journal of definitely “serious” 
editorial content is typified by 
The Law Society's Gazette, a 
monthly circulated to mem- 
bers—that is all solicitors—and 
sold to others on request. Apart 
from the month-to-month news 
of the Society, the Gazette pub- 
lishes serious articles on the Law 
as it affects solicitors, and sur- 
veys new and changed legisla- 
tion. Advertisers are mainly book 
publishers, insurance companies 
and charities, but some consumer 
goods are also included. 

Of the many other journals 
in the field, a wide range con- 
tain contributions from the cream 
of the Universities’ intellect. All 
of them can make these claims 
to media value: That they 
go to a pre-selected aydience 
that is prepared to pay a high 
price for its reading matter; that 
they have considerable life not 
only in libraries but also on the 
private reader’s shelf; that their 
rates, taking into consideration 
the high income group of most 
readers, are extremely reasonable; 
that most of the copies are sold 
by subscription so that some 
measure of continuity is assured. 

Anyone who goes into these 
papers will not be in bad com- 
pany. Among the most frequent 
users are banks, insurance com- 
panies, top-class publishers, and 
marketers of high-class consumer 
goods. And, one assumes, they 
ought to know! 
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Descendants of visitors to Messrs. 
Spicer Brothers Stand at the Great 
Exhibition of 1851 are respectfully 
reminded that their paper problems 


can still with advantage be 


ati9 New Bridge Street ECA 
& fourteen provincial branches 
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ADVERTISER'S WEEKLY 


REVIEW OF ADVERTISING 


FTER all the tumult and 
Aw shouting about the 

Festival of Britain Guide, 
perhaps one’s hopes and expec- 
tations were raised unduly high. 
Certainly I expected to find the 
flowers of British advertising in 
it—an exhibition in miniature 
of the most persuasive, the most 
beautiful or the most ingenious 
advertising of the year—and I 
am disappointed. There are 
less advertisements than I ex- 
pected to find, and most of 
them are decidedly below the 
standard one finds in an 
ordinary issue of the illustrated 
weeklies. 


The printing .is excellent in 
spite of the dog-in-the-manger 
policy that allowed only imita- 
tion art paper for the four- 
colour blocks of the advertisers 
and kept the real art paper for 
the monochrome half-tones and 
two-colour line-and-tint blocks 
of the editorial pages. 

The advertisements are all in 
full colour, and far too many of 
them look as if the advertiser 
had tried to get full value for 
the cost of the blocks by using 
all the colours on his painter's 
palette. He wanted, so to speak, 
to see the colour of his money. 
The Nationa] Savings Movement, 
for example, in a meaningless 
formal or geometrical design has 
used patches of orange, pale blue, 
dark plum, pink, and mauve, 
with yellow lettering and a 
gaudy coat of arms in blue, 
red, yellow, green and black—a 
very bilious confection; while the 
Nuffield Organisation has six 
flags of various colours on a blue 
background that would serve 
perfectly to advertise a new and 


+ yet more glorious technicolor. 


If you do happen to get hold of 


Not 


So 


COPYTASTER spent a day of his holiday looking at the South 
Bank Exhibition. Here is what he thinks of some of the adver- 
tisements in the South Bank Guide. 


a copy of the Guide, it is well 
worth while to go quickly through 
the advertisement spaces and see 
how much more impressive and 
altogether memorable are the ad- 
vertisements in which the colour 
is used not simply to stop the 
reader in his tracks with a straight 
left to the eye but to show how 
attractive or appetising a product 
is, or to direct attention to one 
feature of the advertisement. 
Goodness knows the Benedict 
Peas advertisement is gaudy 
enough, but at least the great 
dish of green peas does effectively 
dominate the whole thing and 
tickle the appetite. This is intelli- 
gent use of colour, whereas 
Ovaltine’s girl with her scarlet 
frock and simpering smile really 
kills the drab colours of the “fac- 
tory in the country garden,” the 
sheaf of barley, and the basket of 
eggs. But this advertisement is 
in any case past praying for. 
Under such a dead, meaningless 
and forbidding headline 
(QUALITY: the guiding prin- 
ciple in the manufacture of 
Ovaltine.”) you could print 
smoking-room stories of the 
deepest blue Without over much 
danger of being discovered. 

For Manfield Shoes, again, the 
colour has been used wisely and 
with restraint, and this is surely 
the best-looking of all the fifty- 
odd advertisements in the Guide, 
largely because it is one of the 
very few with a_ reasonable 
amount of restful white space in 
which the, pictures can really 
make their mark, 

With the headline “All this. . . 
and « 7 too!” Abdulla’s No. 7 


have an admirable drawing pre- 
dominantly green of a racecourse 
with a man and woman watching 
from the grandstand. “The clouds 
like galleons overhead—the grass 
like velvet underfoot. The crisp 
satiny coats of the horses—the 
bright splendour of the jockeys’ 
silk. Off at ten past three... 
and home at 20 to 1. And for 
perfection one thing more— 
Number Seven.” 

Is this good copy? Will it sell 
cigarettes as well as something 
blunter and more directly to the 
point? I am afraid that the 
answer is almost certainly “No”; 
but I would be very happy to be 
wrong, for it is the kind of ad- 
vertising I love to see and read. 


Strangely and surprisingly even 
Shell have fallen headlong into 
the twin traps of pomposity and 
over-colouring. Headed by a 
very pleasant painting of the pre- 
Festival South Bank, the copy is 
set in black on a solid and over- 
powering mass of hot pink: 
“Shell-Mex House across the 
river looked on to this view of 
the South Bank until last year— 
a view of Britain at work. Now 
in token of the achievements of 
British Induptry “saining pros- 
pects rise’; in Festival year our 
windows frame a new horizon— 
a signal of Britain's recovery, in 
which Shell-Mex and B.P. are 
proudly playing their part.” 

Such is the stuff that even the 
best copywriters—even the bril- 
liant people who write for Shell 
—produce when the word 
“prestige” or—even more stupe- 


PRESTIGE ... 
GOOD AND 
NOT SO GOOD 


One of the rarest things in adver- 
tising, says Copytaster, is a 
prestige advertisement that actu- 
ally enhances its sponsor's 
prestige. He is well pleased with 
Ford’s copy. But, he adds, “com- 
pare it with the effort of the 
Rootes Group.” Yet, from all the 
advertisements in the “Guide,” 
Copytaster has picked this one 
for Manfield as the best-looking. 


“_ 


ROOTES GROUP PRODUCTS 


Festive 
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fying—“institutional” is poured 
into their ears! 

But it is not quite always thus. 
The Ford Motor Company, with 
a very fine picture, coloured in a 
minor key, of a part of its 
Dagenham factory says this: 


15 MILES FROM THE SOUTH 
BANK EXHIBITION 

Once it was a lonely riverside 
marsh with tall reeds shifted 
by the winds. To-day a mighty 
factory stands there, employ- 
ing 16,000 people. There, the 
Ford cars you know so well 
are built . . . there, the big 
tough Thames Trucks — the 
sturdy Thames Vans and the 
famous Fordson Motor 
Tractors are turned out minute 
by minute. To the far corners 
of the world these Ford pro- 
ducts go. They stand the 
rigours of every climate; they 
give a fine performance, always 
reliable, always economical. 
And they are, every one, backed 
by the incomparable Ford 
Dealer Service, which spans 
the globe. 


That, in my opinion, is one of 
the rarest things in advertising: 
a prestige advertisement that 
actually enhances its sponsor's 
prestige. Compare it for a 
moment with the effort of another 
motor manufacturer: the Rootes 
Group. 


The British Electricity Auth- 
ority had the good but not 
altogether kind idea of commis- 
sioning five well-known artists, 
each to paint one of the five new 
power stations now a-building, 
and then putting the five paint- 
ings cheek by jowl into one ad- 
vertisement. This has meant, of 
course, that the paintings are un- 
conscionably reduced in size, but 
enough can still be seen of them 
to give the reader a good deal of 
quiet but fascinating fun as he 
compares the artists’ efforts. This, 
too, is prestige advertising—but 
I cannot pretend that even my 
favourite artist reconciled me to 
the monstrous ugliness of these 
buildings. 

Some of the worst advertise- 
ments in the Guide, as one might 
expect, are for the various con- 
tractors who worked at the South 
Bank. But I am overwhelmed 
with admiration for Richard 
Costain Ltd. who—in an adver- 
tisement that must surely have 
gone to press long before Christ- 
mas—had the self-confidence to 
say, very big and bold, that “The 
South Bank reconstruction for 
the 1951 Festival of Britain was 
completed by Costain ON 
TIME!” 
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The 
76ft run 


of this Autotype mural 

provides a graphic back- 

ground to the story of 

the Vickers Group of 

Companies. The dis- 

play, designed and 

constructed by Olympia : 

Ltd., forms a striking 

example of the imagin- 

ative use of Autotype 

giant enlargements. 

(Most of the really good 

“giants” are made by Autotype). There are 
many clever ways in which Autotype giants 
can be used, in all sizes, singly or in groups, 
or as a montage, to compel attention, stimu- 
late interest and convince the beholder. One 
picture can be worth a thousand words. 


ABC sales 272,433 copies a month 
Type area 8} x 6” £204 a page 
Advertisement Manager 

S H BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford 
Middlesex. EALing 6283 


CONCENTRATE YOUR ADVERTISING 
ON WOMEN WHO MEAN BUSINESS 


| The 


“Are you interested in giants ?” is the title of a little folder which 
explains how Autotype giants are made. Why not ask your 
secretary to get you a copy? 


AUTOTYPEV 


Autotype Company Limited, Brownlow Road 
West Ealing, fenton, W.13 EALing 2691-2-3 


— - _ 


wherever 


printed words 


are read 


you can depend on finding 


the finished product of the 


LINOTYPE 
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caret e coca er menage mm 


”” A live readable technical 
journal with articles of 
value 


Mechanieal World 


real technical 


AND ENCINEE RING RECORD 
READ BY KEEN INFLUENTIAL 
MEN IN A PROSPEROUS MARKET 


EMMOTT & CO. LTD. 21 BEDFORD STREET LONDON W.C2 
MANCHESTER OFFICES 31 KING STREET WEST MANCHESTER 3 g 


Redferns are the original makers of rubber mats for counter and 
floor space advertising. Write for full particulars and illustrated 


folder to: | NATIONAL ADVERTISERS’ DIVISION, 
REDFERN’S RUBBER WORKS LIMITED - HYDE - GHESHIRE 


_ Design, Copywriting, Print, a & Photography 
* 


DESIGN FOR SELLING 


* 
Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
! 


* 
. 2%45 VAUXHALL BRIDGE ROAD, S.W.1 


ViCtoria 5303 (6 lines) 


built up cust 
below—Terminus 


—" “ALL-IN” SERVICE sie 
ncerns hensive service invaluabic. 

find the Strand compre Se ob fret 

a A—- the basic data then the a handles 

idea to finished plate ready for your mac ba 


157 FARRINGDON RD. LONDON E.C.!. Telephone Terminus 269! (4 lines) 
Rathbone/24! 


(842-1981 RENART 
POR) LETTERPRESS STUDIO LTD 


EALING 3362 
” 4644 
JOHNS, SON & WATTS LTD. - 


2-4 EPWORTH $T.,LONDOR, us2 


mONarch 7408 (three 


SCREEN PRINTING 
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BROCHURES SPIRITUAL 
AND TEMPORAL 


O write a_ dispassionate 

assessment of a_ brochure 
produced by the Rochester 
Diocesan Publicity Committee 
is difficult. Such a combina- 
tion of affairs spiritual _ and 
temporal cannot be judged 
solely on technical grounds. 
From his commercial viewpoint 
the advertising man may criti- 
cise a “copy angle” which the 
parson in his experience may 
know to be the best inspiration 
to action. Mysticism, out of 
place in commercial advertising, 
may be the spark that kindles 
the torch of faith. 

As a production job the book- 
let is superior; not unnecessarily 
extravagant, yet it has the best 
ingredients skilfully compounded. 
Super royal quarto (trimmed and 
bled-off), the 16 large pages give 
a fine expanse for a series of ex- 
tremely fine photographs. Their 
technical brilliance will be best 
appreciated by the expert; their 
emotional understanding will stir 
every heart. And the photo- 
gravure reproduction, by Sun, 
shows what the process can do 
given time and sympathy. The 
layout is simple and unaffected 
but completely effectual. 

It is the text of which I am a 
little doubtful. While the pic- 


tures are the story of the people; , 


the words are the words of the 
scholar. 1 wonder whether they 
will reach the hearts of their 
readers, and it is with their hearts 
that people will respond to this 
appeal. Is there that in these 
words that will persuade the dust- 
man to share his £5 9s. 6d. a 
week with the curate whose wage 
is only £5? I don’t know. But 
in this brochure an answer has 
been given to the advertising men 
who urge the Church to use the 
power of advertising. 
Responsible for the publication 
was the Bishop of Rochester and 
a publicity committee including 
the Rev. Hugh Ross Williamson, 
author, playwright and _ broad- 
caster, who wrote the text of the 
brochure; Mr. Somerset Murray, 
the photographer, who was 


responsible for the illustrations; 
Mr. Keith Coleborne, principal 
of Bromley College of Art, who 
did the layout; Mr. Henry Martin, 
editor-in-chief of the Press Asso- 
ciation; Mr. John Attenborough 
of Hodder & Stoughton, the 
publishers: and Mr. George 
Dodson-Wells, chief public rela- 
tions officer, London Transport. 
The secretary is the Rev. D. V 
Reed and Mr. Frank Whitaker, 
editorial director, Country Life, 
has acted as consultant, 


* * * 


OUR BANKERS are becoming quite 
gay dogs. Their publicity becomes 
jollier and jollier. Barclays have 
produced a fascinating booklet of 


PRINT REVIEW 
by 


Brian Hilton 


64 pages plus cover, crown quarto, 
entitled Coming to London? It 
contains a medley of out-of-the- 
way facts and stories about 
London, illustrated by a splendid 
series of Geoffrey Gilbert photo- 
graphs. 

The layout is interesting. The 
amount of text varies on each 
page, so that no standard design 
is possible. This problem fre- 
quently arises in catalogue work, 
making it difficult to avoid a 
gallimaufry of unrelated pages. 
In this case the typographer has 
neatly defeated the dangers. He 
has used a tall and narrow grot 
for main headlines and a some- 
what similar narrow letter for 
smaller headlines. Printing these 
in brown throughout he has 
established a feature which runs 
consistently throughout the book 
and knits it together however the 
sizes and shapes of picture and 
type masses vary. 

Another factor which helps to 
make the book pleasing to the 


(Continued on page 
341) 


- The bankers 
: 3 are becoming 
Spee gay dogs. 


a ee it a ie Sr mo: ieee eaten - 
A” 1 oa Fi 
e S ‘ _ Ja ar 3 
a Ee ee 3 
338 ; 
Pe . 
| a 
ie 
oe, 
uA 
eg i cae cactcaonnnicaranntannnaseneteccecensscectsscasecagatiiiitiors te rf 
REDFERN e 
7 MM ADVERTISING | 
a TISING RUBBER MATS a 
nm : 
; on : po ; 
i RRS ENTERS SATA RE SS AIDE LS SAE Cans = ae, eae po ; 
: 
ae 
id es = 
* [Ln 
a’ . 
? 
; ————————————— 
= 7 
EEE SS 1a RR 
. ‘ 
i * s Wee 
vA | 
essentials to every user of Multilith and Rotaprint Machines My 
asin Rapid reliable service and @ consistent high quality. Both are \ 
features of business upon which The Strand Lithographic Co. have 
¢ support. You are invited to contact the address : 
2 ET 2691+ <r you will receive courteous and immediate 
3 a 
7 re 
- ITHOGRAPHIC CO. LTD — : 
ne venir ss 
Ne * Re. Fs ees ee ; 
a RRS: Tr RENE BS bd. tll oe i 
ey - ——__—. exes aa * °3 =| r :: 
ai ie ; 
_ . a . : : ; 
- \ | oe ee % 
- = “i. ipa | 
ei ace “ie. 
. {i , i rh 
- ' 2 . 


ADVERTISER'S WEEKLY 


monthly; research 
shows readership 
average of 3.7 
Der copy. 


“e The Royal Air 
Force Review - - 


Wy 
\. fay Another job well done --- by 


P décor aoverrisine 


DESIGN DISPLAY-SCREEN PRINTING 
46 BROADMEAD BRISTOL | telephone BRISTOL 26817-20460 


* Here is a proved advertisement 

—- which through Penton development now covers _ 
distinct equally-important markets . . . compe 

P roof sin your hands attentive readership with exclusive news, features and 


by 10 a.m. following morning pictures. Rate Card and specimen copy on request . . . 


“8 “Os “Oo “Os “OS 


FOR PERSONAL SERVICE ON SETTINGS, STEREOS AND ELECTROS 
RING MR. BRETT OR MR. JOHNSON 


sees 
Aye nee eT 
‘A ‘ 


LONDON WALL 9594/5 ¥ REVIEW 
The Journal of the Reyal Air Force 


Advertisement Director CLIFFORD LEIGHTON 
VERULAM GRAFTS LTD 180 FLEET STREET, LONDON, E.C.4 
7-8 Great Sutton Street, London, E-C-1 c . 


Telephone; HAncery 8844 (15 lines) 
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HIS phrase appeared in 
I a leading article in the 
Croydon Advertiser on 
February 13, 1869: 
“A good and unsullied name 
is a glorious heritage.” 
The writer was Jesse W. 
Ward, who founded the paper. 


To keep his memory green the 


TYPICAL ENTERPRISE 


Advertising agents in the 
North West have received 
from the Manchester City 
News group of weekly news- 
papers a chart of their up-to- 
date type faces. These were 


but an advertising agent who 
saw a copy told the firm that 
his staff would appreciate it as 
a useful guide to the most 
popular faces used by news- 
papers. 


So other agents are to bene- 
fit. Manchester Weekly News- 
papers claim to offer the finest 
typesetting service in the north 
and this type sheet, appropri- 
ately prepared as a wall chart, 
is good supporting evidence. 


firm has published, for private 
circulation only, a biography. 
If a man arrives in a town, as 
Jesse Ward did in Croydon, with 
little or nothing in his possession 
save the skill of a craftsman, the 
will to work, and the determina- 
tion to succeed, and there estab- 
lishes a highly successful busi- 
ness, he has rendered a great 
service to that town, and deserves 
well of his fellow townsmen, and 
those who follow after. This 


340 


REGIONAL WEEKLIES | 


When Technique And Tradition 
Walk Hand-In-Glove 


WILTON EVAN once again spotlights enterprise and initiative among 
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weekly papers the length and breadth of these islands. But he also 


thought—from the preface 
prompts the reflection how the 
story of Jesse Ward can be 
matched, up and down the land, 
in the history of not a few local 
weeklies. 

With his bundle on_ his 
shoulder and his concertina under 
his arm 23-years-old Jesse left 
his native Ipswich to face the 
world. For nine years he had per- 
fected himself in the craft of 
printing. 

When he reached Croydon the 
following} year he became a 
reporter-compositor on the 
Croydon Chronicle setting his 
own stories in minion at the case. 
Branching out on his own as a 
printer a few years later, he 
ploughed back into the business 
every shilling he could spare, and 
in 1869, was ready to embark 
on his gréatest enterprise. 

He did it in typical style—with 
a special'edition. As guests left 
a Liberal Party banquet they 
found the Advertiser on sale with 
a verbatim report of the speeches 
they had listened to an hour or 
so previously. This was the 
spirit which founded a journal 
lusty enough to survive the rigours 
of competition. (Croydon may 
well be called a “graveyard” of 
journalism, no fewer than 17 
newspapers having failed.) 

Small wonder, with such an im- 

stus, the Advertiser should have 
slowly built up the proud posi- 
tion it holds to-day. 

Many another local paper has 
sprung from equally modest 
originsand some day, no doubt, 
a history of the weeklies will be 
compiled, showing how im- 
measurably indebted we are to 
the Jesse Wards of journalism, 
the pioneers who brought and 


noticed a strange advertisement which left him at a loss for words. 


maintained the family influence 
in the local Press. 


* * * 


T is a stimulating thought that 

however rich the past may be 

in remembrance, many weeklies 

retain their pioneering zest in the 
technical field. 

Home Counties Newspapers 
Ltd. have issued a report sheet 
on their experiments with mag- 
nesium electron alloy for process 
engraving. 

Produced in newspaper format 
it sets out the advantages of a 
special magnesium alloy plate in- 
troduced in the U.S.A. under the 
trade name of Zomag (Dowmetal) 
jointly by the Dow Chemical 
Company and the Rolled Plate 
Metal Company, of Brooklyn, 
New Jersey. 

The cost of the metal in the 
U.S.A. is less than the cost of 
zinc in this country. 

Specimen blocks printed in the 
sheet werg made with existing 
equipment in the firm’s own pro- 
cess engraving plant at Luton 
from samples of Zomag supplied 
from the U.S.A. 

George Willis, process engrav- 
ing manager, writes: 

“After making a_ few trial 
blocks on Zomag, one feels that 
the adoption of this metal would 
be popular with all members of 
the process engraving industry. 

“It is easy to handle, light in 
weight, etches clean and consis- 
tently even to whatever depth 
required, and machines without 
trouble. 

“Accepted shop procedure re- 
quires very little adjustment to 
process this alloy. Our first tests 
produced a 65-screen job suitable 
for newspaper reproduction. This 
was by cold-top print. 


“With albumen-ink and _hot- 
top glue, we obtained excellent 
results for line and 120 screen, 
respectively. 

A simple test for fire risk, 
failed to prove that the filings, 
machine chips, etc., from this 
metal, are any more dangerous 
than other material, shavings, etc., 
to be found in any process en- 
graving department.” 

a * 7. ’ 
HE Warrington Examiner, 
now published in modern 
folio form, comprising a mini- 
mum of 16 pages weekly, is mak- 
ing a lively impression. Other 
managements with an interest in 
tabloid editions would do well 
to study the new Examiner. For 
over 80 years this journal had 
been of broad-sheet size, yet the 
changeover was made with the 
minimum of disturbance. 

The first issue of the tabloid 
size Examiner included a special 
four-page composite feature on 
behalf of the Warrington and 
District Chamber of Trade tying 
in with a Festival shopping week. 


* * x 


THER noteworthy” Festival 

features spotted recently in- 
clude a souvenir number pub- 
lished by the Leyland Guardian 
giving lavishly pictured reports 
of local festivities. G. A. Birtill, 
editor and general manager, 
stated in a front page cut-off that 
the issue had been compiled at 
considerable expense—“but we 
believe that a town which can 
organise a festival on the scale 
just witnessed is worth it.” 

The Grimsby News is running 
a full page feature recording the 
history of old-established local 
firms which have helped to make 
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Grimsby great and which are still 
flourishing in Festival Year. Here 
again there is good advertising 
support. 


* * * 
HE advertisement copywriter 
who takes the risk of rhym- 
ing copy is asking for trouble, but 
Colin McHardy of the Wythen- 
shawe Recorder has a way of 
succeeding nine times out of ten. 
For a local grocer he ran a 
series all finishing with the tag, 
“It’s cheerful shopping with——,” 
which. brought a good deal 
of comment. Here is the first for 
a grocer: 
The few whom fate or 
foresight bless, 
who spend not 
more—but less, 
with satisfaction 
voice, 
Their wives’ or mothers’ 
perfect choice; 
Who sit with knife and fork 
in action 
And bless this shop, for 
satisfaction. 
For a hairdresser, on a picture- 
page which showed several of 
her clients, he produced the fol- 
lowing : 
How many charming, wavy 
locks 
Are on this page of — tone 
blocks? 
And just as permanently 
printed 
In classic types—with skill 
unstinted 
by “Doreen,” Hair Stylist. 
* + ~ 
UMMER is, proverbially, the 
“silly season” in the weeklies. 
Journalists have their fling with 
quaint stories of one-legged ducks, 
magnificent marrows, and the 
minor vagaries of human kind. 
Has this licence now invaded 
the advertisement columns? 
Here is an advertisement by the 
Southern Electricity Board: 


A HOLE FOR A POLE 


Digging a hole for a pole one 
day, our man was approached by 
an old lady. Remarking the 
niceness of the hole, she asked 
him if he would bury her husband 
in it. She returned later with 

a casket containing her late 
husband's ashes, and a surprised 
S.E.B. man carried out his 
“undertaking.” We are here to 
help you in any way we can, 
but we know most about things 
electrical. 


Southern Electricity 
Service 


Shed a silent tear for the author; 
blush for the weeklies which 
accepted this miserable effort. 
The advertisement, I was told 
in all seriousness, “did not have 
a long run.” 
Really? 
a * ~ 
HE Leamington Spa Courier, 
now in its 123rd year, has 
a conservative make-up, and the 
front page is devoted to adver- 
tisements of auction sales—which 
are certainly one of the newsiest 
topics of country life. In the top 


Are those 


And who, 


right hand corner is a blue seal, 
depicting a courier, post haste 
and in virgin white. 

The title block is in bright 
blue, also. What else is unusual 
about this front page? It has no 
“ears.” The title block is let into 
the ads., as it were—and the blue 
colour does much to relieve the 
solid appearance of the page. 

Many weeklies, alas, in these 
days of newsprint shortage waste 
precious inches on their title- 
blocks, especially (for some 
strange reason) on the back page. 


x  * * 
HE number of weeklies which 
use slogans as an aid to sales 
seems to be dwindling. One of the 
suburban classics: 
“There never was a local yet 
To beat the ‘Palmers Green 


has not been seen for some years. 
Among the best now current 
is that of the Bridgwater Mercury: 
“The ‘Mercury’ is always 
‘rising’ in sales and popu- 
larity.” 
In several localities 


“Be wiser—read the ‘Adver- 


BROCHURES 
SPIRITUAL... 
(Continued from page 338) 


eye is that on each page the 
width of margins is related to the 
black masses. The result is that 
despite the absence of a marginal 
standard each page is balanced. 
From heterogenous material a 
unity has thus been constructed. 


* * * 


THERE USED to be an adver- 
tisement in London buses by an 
employment agency. It was 
addressed to shorthand typists 
and offered them short hours, 
good pay and perfect bosses. How 
welcome, then, a brochure 
through the post from the 
Challoner Service which puts 
this business in proper perspec- 
tive and really sells female oftice 
staff to employers with all the not 
inconsiderable skill that could be 
marshalled by the Austen- 
Johnson advertising agency. 

The cover of this crown quarto 
job is printed in tomato red all 
over except for the corner of a 
torn scrap of paper on which 
there is typewritten “Dear Sir,” 
There js also a small and rather 
frivolous line drawing of a typist, 
printed black. The inside pages 
are neatly laid out with photo- 
graphs and panels of text. 
Especial! congratulations to 
Challoner for having the financial 
courage to let the agent use 
really good photographs. They 
were probably not cheap, but they 
are of real people doing real jobs. 
om the tomato red is magnifi- 
cen 
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ATHER proud of the 

present state of the 
Aldwych Club is its new 
chairman, Ulric B. Walmsley 
(director and advertisement man- 
ager, Daily Graphic and Sunday 
Graphic). For the first time for 
many years, he tells me, the Club 
is “out of the red,” and its 
amenities have been enhanced by 
the recarpeting of the dining room 
and improvements to the billiards 
room. 

Not that Walmsley is proud on 
his own behalf. Indeed he is full 
of praise for the work put in for 
so many years by stalwarts like 
E. W. Barney (formerly chairman 
and now president); S. V. 
Morrish, the indefatigable hon. 
secretary; Cc. Lucas, hon. 
treasurer; and for such commit- 
tee men as S. H. Simmonds, E. C. 
Saword, and D. Merritt Jackson, 
to whom the success of the 
billiards and cards rooms owes 
much. 

In spite of his work for the 
Club, Walmsley continues to find 
time for a great deal of public 
activity. Recently he not merely 
canvassed the advertisements for 


_ asouvenir programme for Chelsea 


Week, but wrote most of them. 
One __ client, _—inot knowing 


' Walmsley’s job, said: “These ads. 


are simply marvellous. You 
ought to go in for that sort of 
thing!” 

Incidentally, Walmsley’s father 
and son are both a_ source 
of pride to him. The former, an 
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Mainly Personal— 


Ulric and Mrs. Walmsley on a ski-ing holiday at Pontresina. 


artist, is still painting though he 
will be 91 next month. And the 
latter, professionally known as 
Brian Worth, is beginning to 
make a name for himself in films. 


* * * 


FACING more headaches than 
anybody else in our industry are 
undoubtedly the outdoor advertis- 
ing people. Not merely have they 


their full share of the problem 
of rising costs in labour and 
material. In the sacred name of 
amenities the planners are mak- 
ing a dead set at them in a way 
from which most of us are for- 
tunately spared. 

Nor is this opposition confined 
to officialdom. G. L. McLellan, 
of Borough Billposting, has 
shown me a prime example on 


PULLING 


What are you looking for 


QUALITY 
QUANTITY or 
RESULTS? 


All these and something more, i.e., reader confidence, can 


be found in THE UNIVERSE. The weekly newspaper with 


the part of, I regret to say, an 


! 
influential and widely read pro- 
fessional journal. It had criticised 
Borough's sites in the Strand and 


Piccadilly (which, incidentally, 
have been highly praised in a 
number of American journals). 

McLellan, who is not the man 
to take such things lying down, 
wrote to the editor replying to 
this criticism. But the journal ap- 
parently does not publish letters. 
It is prepared to attack outdoor 
advertising, but not to give it a 
chance to reply. 

Another journal, also influen- 
tial, is fortunately showing a more 
liberal spirit. It has agreed to 
publish photographs and a letter 
from McLellan inviting comments 
and suggestions from its readers. 

In making these protests 
McLellan has struck a blow not 
merely for his own business but 
for outdoor advertising as a 
whole. 


the largest net sales in its field. A.B.C. Figure-December * * * 


1950-235,472 copies weekly. 


Buy in the right market and get QUALITY: QUANTITY* RESULTS at 40/- per s.c. inch 


The Universe 


No national 
appropriation 
is complete 
without 


FIELD HOUSE - BREAMS 


APPOINTMENT of Norman 
Rogers to the hon. secretaryship 
of the Institute of Public Rela- 
tions is a change of name rather 
than of fact. The secretarial work 
has devolved on him throughout 
Alec Spoor’s illness. 

Spoor’s connection with the 
Institute was even earlier than 
that of a founder member. He 
formed and was hon. secretary of 
the informal groun of P.R.Os. 
from which the ILP.R. sprang. 
Unanimously chosen its first hon. 
secretary, he was later elected a 
Fellow for his services both to 
the Institute and to P.R. generally. 


BUILDINGS - LONDON - EC4 


I see, by the way, that the LP.R. 
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Aldwych Club, “out 
of the red,” has face 
lift: A blow is struck 
for outdoor advertis- 
ing: Rogers succeeds 
Spoor as P.R. Institute 
secretary: ‘‘Daily 
Telegraph” amateur- 
professional golf: 
Indian publicity 
man’s princely gift. 


By CONTACT 


propose to abandon Hastings as 
the venue for their third week-end 
conference. For the benefit ot 
Northern and Midland members 
it will probably be held in either 
York or Buxton. 


« * * 


THE Daily Telegraph Amateur- 
Professional Foursomes will take 
place this year at Ganton, Octo- 
ber 4-6; and the 32 amateur and 
32 professional golfers will be 
drawn together in partnership at 
the Savoy Hotel on Friday 
September 7. 

Unfortunately, J. Bruen, last 
year’s amateur winner, will be 
unable to take part. But Henry 
Cotton, who has not played in 
any major tournaments at home 
this season, has accepted an in- 
vitation to play. 


* * * 


ON HEARING that the princely 
sum of £127,500 had been given 
by Indra Kumar Karnani to the 
West Bengal Government for the 
improvement and extension of the 
Presidency General Hospital, 
Calcutta, I imagined there must 
be more money in publicity in 
India than there is here. Especi- 
ally as the Publicity Society of 
India Ltd., of which Karnani is 
a director, claims to be the 
largest firm of publicity media 
representatives in India. But I 
gather he was not able to make 
his huge fortune all out of adver- 
tising, alas! 

His gift will enable the hos- 
pital to increase the number of 
its beds to 500 and establish a 
department for heart ailments 
and another for children’s 
diseases. : 

The Publicity Society of India’s 
associates here are A. Vernon 
Keith and Co. 


WEEKS WISECRACK 


an 


“My secretary’s so dumb 
she thinks a Press date 
is an evening out with a 


boy friend.” 
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If the “bath-chair” is taken 
as a symbol of the many trades 
which cater to the needs of the 
multitudes who come to shop in 
can be said that 
still 
still 
plays its full part in maintaining 
the the 


whole city and adjoining county 


the city—it 
“Bath-chair 
very brisk 


business” is 


indeed—and 


steady prosperity of 


areas of Somerset and Wiltshire. 
Bath should not be neglected in 
any campaign aimed at complete 
coverage of the country as a 
whole, or the West Country in 
particular. 


Positive “blanket” coverage car 


through the Bath 


Chronicle at 9s. per s.c.i. 


be secured 
It is 
the only evening paper printed in 
the County of Somerset and sells 
36,000 nightly—14 


every house in the city. 


copies for 


You can’t cover the West 


properly without the 


* The ONLY evening paper printed 
in Somerset. Get full details from: 
The Advertisement Manager, 134 Fleet 
Street, London, E.C.4. 
Telephone: Central 2767. 
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GLOVERS 


Rooms Will Smell 


Sweeter 


W. and F. Walker Ltd., have 
introduced a new and improved 
mode] of their Rotosan Air 
Purifier. Filled with perfumed 
crystals it is designed to impart 
a fragrant aroma to a room, 

The container is in moulded 
plastic with louvres to allow 
efficient air circulation. It is 
obtainable in four pastel shades 
—cream, green, blue and pink. 

Except for the trade Press no 
plans have been made for adver- 
tising, the product, owing to 
production difficulties, having 
missed the season this year. 

Agents are C. Vernon & Sons 
Ltd. (Liverpool). 

* * * 


New Pye Portable 


A portable radiogram incor- 
porating a three speed for stan- 
dard and long-playing records 
has been introduced by Pye Ltd. 
It sells at thirty guineas. 

The normal Pye schedule is 
being used to advertise the 


model by the agents, Arks Pub- 
licity Ltd 


* * * 
ACCOUNTS MOVING 


Mac Fisheries Go 
To M. & C. 


Mather & Crowther have been 
appointed agents for Mac 
Fisheries Ltd. and the Coal 
Utilisation Joint Research 
Comet, 


* * 
Alfred Pemberton Ltd, are now 
handling a large section of the 
Radiation Ltd. advertising in- 
cluding the gas cooker, water 
heater, space heater, large cook- 
ing apparatus and bottled gas 
sections. 
* * * 

NEW_ ACCOUNTS 


Recent new Irish business for 
Domas Ltd. (Dublin) includes 
Holmes Shoes of Norwich who 
are now manufacturing in Ireland 
(national dailies), National Cash 
Register Co. Ltd., Scribbans 
Kemp Cakes Ltd. (Dublin even- 
ings), J. H. Lewis & Partners, 
travel agency, and Black Bros. 
Ltd., of Nottingham, whose 
Tanya dresses will be featured 
in Dublin dailies. 

* ~ * 

The advertising division of 
Rex Publicity Service Ltd. will 
handle publicity for the America 
1951 exhibitions to be held at 
Southampton on October 22, 
Liverpoo! in November and 
another provincial centre in 
December, This agency has also 
been appointed by the Soldiers’, 
Sailors’ and Airmen’s Families 
Association to publicise a base- 
ball match between the R.A.F. 
and the U.S.A.F. at White City 
on September 22. There will be 
a poster campaign. 


ADVERTISING 


NEW_ CAMPAIGNS 


A winter campaign for 
Owbridge’s lung tonic opened in 
the Star on Monday. Media to be 
used are unchanged from last year. 
These included national dailies, 
Sundays, London evenings, 
women’s magazines, religious 
Press, children’s papers, provincial 
dailies and weeklies, and trade 
Press. Agents are W. H. Gollings 
& Associates Ltd. 


. * - 

Stowe & Bowden Ltd. (Man- 
chester) have placed renewal 
orders for S. Peace & Sons Ltd. 
in clay-working, refractories and 
engineering journals. This agency 
is also booking space in provin- 
cial papers in the Midlands- and 
North of England for King’s 
Northern Motorcycle Olympia 
who are running a special cam- 
paign tying up with Manchester 
City and Manchester United 
football teams. 

* * * 

Velfin sanitary towels, manu- 
factured by S. Maw Son & Sons 
Ltd., are to be advertised in the 
Daily Mirror, Daily Graphic, 
Sunday Graphic, Woman's Own, 
Woman's Weekly, Picturegoer, 
Woman's Illustrated, Home Chat, 
Good Housekeeping, Woman & 
Beauty, Good Taste, Mother & 
Home and Nursing Mirror, by 
ragents Graham & Gillies Ltd. 
A campaign is now running in 
the trade Press. 

* * * 

An autumn campaign for 
Cherry Ltd., coats and suits, 
starts next month with half-pages 
in twenty provincial papers where 
Cherry's have stockists. Over 100 
other provincial papers will be 
used in addition to Woman and 
Woman's Own. The campaign 
is handled by G. J. Smith & Co. 
Ltd. 

* ~~ * 

Lombards (Dublin) have 
launched a new’ campaign 
devoted to the new season range 
of Lombard coats. Domas Ltd. 
(Dublin) the agents, have also 
started new campaigns for Eva 
Della Ltd. gown makers, Con- 
tour & Concerto, Jersey wool 
wear, and Orator, Swiss watches, 

* a * 
NEW _ CAMPAIGNS (Overseas) 


Henderson Brothers & Co. Ltd. 
are advertising Hygex brushes in 
South Africa from September to 
December. Women’s magazines, 
periodicals and trade journals are 
being used. T. B. Browne Ltd 
are the agents. 


Wait For It... 


The announcement in this 
column last week that W. S, 
Crawford Ltd. had been appointed 
agents for the International 
Machine Too] Exhibition resulted 
in many space reps. contacting 
Crawfords. But the exhibition 
will not be held until September 
15-October 4, 1952. 
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ARMSTRONG-WARDEN LTD 


BAMAG LIMITED 


Chemical Engineers for Complete Installations 


to reach producers of mar- 
garine, cooking fats, salad 
oils, cocoa-butter, confec- 
tionery fats and other high 
grade food fats. 


FOOD MANUFACTURE 


17 Stratford Place 
London, W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


MONTHLY review 

of current thought 
on building problems 
availability of materials, 
architectural trends, town 
planning and municipal 
housing. 


BUILDING DIGEST 
is another 
publication of the 


MANUFACTURING CHEMIST 
PETROLEUM—FIBRES 
PAINT MANUPACTURE 

WORLD CROPS—-ATOMICS 
FOOD MANUPACTURE 

CHEMICAL ENGINEERING 
POTTERY AND GLASS 

BUILDING DIGEST 
MUCK SHIFTER 


All published at 
17 Stratford Place, W.1 


Specimen copies on request 
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We Hear— 


THAT Norman Taylor, former 
advertisement manager, Clitheroe 
Times, has returned to England 
after an 18-months tour, during 
which he covered 50,000 miles, 
visiting South Africa, Australia, 
New Zealand and Siam. 


THAT this new display unit, de- 
vised by P. H. Whitney-Coates, 
assistant sales manager of I. & R. 
Morley Ltd., is one of the first 
to use the “Mobile” technique for 
commercial purposes. The gar- 
ment models, suspended by 
almost invisible nylon thread, are 
kept in constant motion by normal 
air currents, 


THAT the Sheffield Telegraph 
Women’s Bowls Trophy and 
prizes were presented by the 
Lady Mayoress after an exciting 
fina! at Millhouses Park, Sheffield. 

* * * 
THAT Cowlishaw & Lawrence 
(Advertising) Ltd. have been ap- 
pointed sole advertisement repre- 
sentatives for Town & Country 
Planning, the official journal of 
the Town & Country Planning 
Association. 

* - * 
THAT the New Zealand ice 
cream industry is running a pub- 
licity campaign to increase the 
annual consumption to 5 million 
gallons. Present sales are about 
3 million gallons a year. 

* . 


THAT Tim Bobbin, 100-year- 
old Lancashire marionette from 
the Festival Gardens show “Old 
Time Marionettes,” is to visit 
Watneys “Tim Bobbin” public 
house in Clapham to-morrow 
(Friday). . 
* * * 
THAT the Postmaster-General 
told his constituents at Caerphilly 
that he held out little hope for 
the return of the penny post for 
a very long time. 
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MENT MANAGER: 


A. NELSON ALLEN 
Telephone : Grosvenor 3592 


The L'Innovation store in Brussels is currently featuring a display of 


British merchandise linked with the Festival of Britain. 
display features a miniature Skylon some 20 feet high. 


An interior 
Windows, 


one of which is illustrated above, are given over to a complete assort- 
ment of British-made goods including glass ware, leather goods, 


fabrics, and aluminium kitchen ware. 


Emphasis is given to British 


quality. 


THAT Baron, the famous photo- 
grapher, C. R. Young, publicity 
controller of Odeon and Gaumont 
cinemas, and C. D. Rant, editor, 
ADVERTISER'S WEEKLY, will judge 
a photographic competition for 
the staff of Leon Goodman Dis- 
plays Ltd., the entries for which 
will be on show at St. Pancras 
Town Hall on November 29. 
* & +” 


THAT at the invitation of 
Dave Masters, who was for many 
years on the advertisement staff of 
Sporting Life and is now a fruit 
farmer, a team from that journal 
will travel to Worcestershire on 
September 1 to play against the 
Ashton-under-Hill cricket club. 
* + *~ 


THAT the Silk and Rayon Users’ 
Association are to make a special 
display of silk cloths and other 
silk goods on the textile wall in 
the Power and Production Pavi- 
lion at the South Bank Exhibition 
during September. 

* * * 
THAT James de Holden Stone, 
and Warnett Kennedy and Asso- 
ciates are now collaborating on 
the exhibition and display side of 
their practices. Warnett Kennedy 
and Associates have opened an 
office at Waterloo Chambers, 19 
Waterloo Street. Glasgow, in ad- 
dition to their London office. 

* * * 
THAT a series of cookery demon- 
strations with the theme “Tea and 
the things to go with it” will be 
given twice daily for the next 
six weeks at the Tea Centre, 
Lower Regent Street. 

* * * 
THAT Glasgow Corporation has 
rejected a proposal by the general 
finance committee to appoint a 
Public Relations Officer for their 
Kelvingrove Art Galleries and 
Museum. 

- * * 
THAT D. Leslie Spicer, of John 
Swain & Sons Ltd.. Glasgow, 
will be incapacitated for several 
weeks as a result of a fall at his 
home, when he splintered his 
ankle in three places. 

« * * 
THAT an advertising note was 
struck at the London Hippodrome 
on Friday night when the staff 
and friends of Nicholls Dorrity 


Advertising visited the Folies 
Bergére. The party supplied three 
of the four jockeys for a wooden 
horse race across the stage. 
~ * 
THAT Murray Pemberton is on 
an extended sick leave from 
Alfred Pemberton Ltd. following 
a fall in which he injured a leg. 
* * * 


' THAT Pat Dolan has returned 


from a continental business trip, 
with visits to Zurich, St. Moritz 
and Genoa. 

* * ~ 
THAT J. T. Robson & Son Ltd. 
have been appointed British re- 
presentatives of the Rhodesian 
Farmer. 

* * * 
THAT the Incorporated Adver- 
tising Managers Association 
annual meeting will be held at the 
Waldorf Hotel on October 2. It 
will be followed by a members’ 
dinner. 


AFTER BUSINESS 
HOURS 


‘The Biggest Thief 
In Town’ 


(Duchess Theatre) 

In normal circumstances a 
comedy based on such a morbid 
subject as funerals, undertakers 
and embalming would be written 
off as being in poor taste. 

At the Duchess, however, cir- 
cumstances are far from normal 
—so all is forgiven. 

This unusual comedy, set in a 
small town in the States, is about 
a small time undertaker who 
plans to make a little money out 
of a millionaire who has been on 
the brink of death for years. The 
millionaire dies. the undertaker 
snatches the body, cunningly gets 
the order for the funeral only to 
find that his “customer” is still 
very much alive. 

Hartley Power as the under- 
taker gives a delightful perform- 
ance, ably supported by Brian 
Haines as a newspaper man. 
Launce Maraschal. the local 
doctor, and Fred Johnson. a hard 
drinking bible “puncher.” Pro- 
duction is by Peter Cotes.—P.J.E. 
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Publieations News and Notes 


‘Family Doctor’ 
In Braille 


A Braille edition of Family 
Doctor, the British Medical Asso- 
ciation’s publication, is to be pro- 
duced by the Royal Blind School, 
Edinburgh. Although advertising 
will not be sought, it will sell for 
Is. like the ordinary editions. 
Apart from Radio Times and 
World Digest, it is believed to be 
the only popular magazine re- 
produced in its entirety in Braille. 
The editorial department of 
Family Doctor are co-operating 
in the production. 

* * * 

With its October issue, Show 
Jumping will be renamed Light 
Horse. Page rate of this 3s. 
quarterly will be reduced from 
£20 to £15. Page rate of Pony, 
1s. 3d. monthly magazine for the 
young rider, has been reduced 
from £25 to £20. Both are pub- 
lished by D. J. Murphy (Pub- 
lishers) Ltd., London. 

* * +. 

Adorned with a front-cover 
picture of Stanley Matthews and 
pictures of other football aces 
inside, first (September) issue of 
Charles Buchan’s Football 
Monthly contains many articles 
by noted sports writers and the 
promise of more in future contri- 
butions, an excerpt from “The 
Good Companions,” humorous 
drawings, a short story; a foot- 
ball crossword, and a quiz. Owing 
to paper shortage, print order for 
October will be the same as for 
this issue—140,000. Magazine 
Advertising Ltd. are the adver- 
tisement managers. 

* * ¥* 

Independent Newspapers Ltd., 
Dublin, announce audited aver- 
age net sales for the six months 
ending June 1951 as follows: 
daily, Irish Independent 204,592, 
and Evening Herald 131,904; 
weekly, Sunday 
394,385. 

+ * * 


Designed for the city meat 
trader, the provincial retailer, and 
the local shop is Irish Meat 
Trader, a monthly trade journal 
first issue of which will appear in 
September. Priced Is. 6d. per 
copy, it is published by Gerald 
Perry, 27 Merrion Square, 
Dublin, on the third Monday of 
every month. 

- * * 

Following the public interest in 
the Canasta demonstrations staged 
throughout the country earlier 
this year, the Sunday Times is 
organising the first Canasta 
tournament ever to take place be- 
tween the United States and Great 
Britain. To coincide with this 
tournament, “How To Win At 
Canasta,” latest addition to the 
Sunday Times Canasta series by 
Colin Harding is published to-day 
(Thursday). The tournament is 
to be held at Selfridge’s, London, 
August 27-September 1. 


lliffe’s Wireless & Electrical 

Trader is publishing three special 

issues covering the Radio Show. 
~ * om 


Eagle will print a four-page, 
inset, Christmas catalogue in the 
issues of November 23 and 30, 
and December 7 and 14. Guaran- 
teed circulation will be increased 
to 900,000 for each issue, and the 
make-up of the catalogue will 
make it suitable for retention 
and ready reference. The cata- 
logue will be available for exclu- 
sive Christmas advertising, aimed 
at parents who want to buy 
presents for their children, as 
well as providing a guide for 
children themselves. 

* * * 

Millington Publications are in- 
corporating their Dollar Market 
News Letter in a new publica- 
tion, Londoner, to appear in 
November. To invite American 
and Canadian support, F. C. 
Millington left for New York 
ear (Wednesday). Last 
issue of the News . Letter lists 
more than 100 “founder adver- 
tisers” in Londoner, together with 
the names of such contributors 
as Don Iddon, Beverley Nichols, 
and Iris Ashley. Two editions 
will be published, one for the 
whole of N. America, the other 
for Canada only. One or two 
firms have asked for their ad- 
vertisements to go into the U.S.A. 
only. 

+ a 

Creative Journals Ltd. an- 
nounce the forthcoming publica- 
tion of Industrial ui 
News, a monthly journal devoted 
to the equipment and maintenance 
of manufacturing plants. It will 
be published by an associate com- 
pany, Creative Journals (Indus- 
trial) Ltd. in association with 
Industrial Equipment News of 
New York, one of the outstanding 
industrial publications in the 
United States. The publication 
will have a controlled circulation 
to a selected list of production 
engineers, works managers and 
plant maintenance engineers. 

~*~ * * 

Ireland's Radio Review, the 
national weekly radio programme 
paper of Eire, announces a lift 
in circulation to 103,966 A.B.C. 
for the period ending June 1951. 
The previous figure of December 
1950 was 68,421. 

* * . 

When International Textiles 
resumed in 1946 after the break 
in publication caused by the 
German occupation of the 
Netherlands, a British company 
was formed under the title of 
Texis Ltd. This company’s name 
has now been changed to The 
Publishers of “International Tex- 
tiles” Ltd. 

a +. * 

The annual British Aircraft 
Industry Number of The Aero- 
plane will be published on 
September 7. 

* 
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This 20° x 15” Poster was designed 
and screen printed by us to illus- 
trate a prize winning sl . 
10,000 were produced in 6 colours 
including a half tone. 

One example of our service to 
national advertisers . . . 


ADVERTISING - DESIGN - MARKETING - DISPLAY 


ISSUED BY SCREEN PRINTING DIVISION 


To Managing Directors, Sales Promotion Managers 
Advertising Agencies and P.R.O.’s 


Christmas 
Goodwill Gifts 


Beney Ltd makers of precision pocket lighters 


in England since 1919 invite enquiries for 


prices of Engraved Lighters and Table 


Lighters for use as industrial goodwill gifts. 


Samples on application by telephone 


or write to— 


BENEY LTD 


| WELLCLOSE SQUARE LONDON EI 


Telephone ROYal 4833 
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ADVERTISER’S WEEKLY 


where—are now 


and retail prices :— 


A NEW RANGE 
NOW AVAILABLE 


OF PARIS 


available in the following 


Alaska 


Polished 
Hexagon | 


Yellow Available in | 
17 degrees | 


{ 
. 


Select do. 


| Dark green 6 degrees | 4d. 


Celtic do. 


| Dark blue 


3 degrees | 


Indiana do. 


| Red, rubber | | 
| tp | H.B.only | 5d. 


All boxed dozens. 


Retail prices shown include Purchase Tax. 
Full trade and quantity discounts allowed. 
manufactured from the finest American cedar 
smoothly and preserves the lead. 

Also available again in England are the famous square lead 
artists’ crayon pencils in 60 shades; shade cards and price lists 
will be sent on request. 


Li 9 J. a are 


Gediner; 


so I LOE ICME OE i te 


Telephone : CHAncery 666! 


only. 

lead to a perfect point. 
Impossible to Overpoint pa manufacture.) 
RETAIL PRICE 34 U: 


PRECISION PENCIL 
the Economical Sharpener . . 


Eliminates overpointing and broken leads. Blade 1 points the wood 
Stops automatically, leaving rounded lead. 


. Blade 2 sharpens 
Ideal for draughtsmen and designers. 
Write or phone. Distributors in 


Sole 
).K. and Channel Islands for Conté A ‘a ts’ M 
Hadinor Pencil Sharpeners :— f ” — 


HARTLEY REECE & CO. LTD. - 289/293 HIGH HOLBORN - LONDON, W.C.! 


Telegrams : Hartrese, Holb, London 


es 


ete 


ne 


J selected for exhi- 
4, bition at the 
Wf Festival of Britain. 


—) The National News- 
4d —— agent ensures complete 
coverage in the Newsagency, 
Bookselling, Stationery and 
Tobacconist trades. The only 
Journal with a five-figure net 
sale certified circulation (ABC). 
Send for Advertisement Rate Folder 
NATIONAL*NEWSAGENT, 
BOOKSELLER, STATIONER 
107 Fleet St., E.C.4. City 2604 (4 lines) | 


NV ALL 


(NEWS) 
OPSA DATA 


MAROC-PRESSE 
\ll information on ** Maroc- 
Presse” published each 
morning in 4 editions cover- 
ing all French Morocco, can 
now be obtained from the 
-ole agents in Great Britain. 


THE ALMANACK 
published each year by LE 
PROGRES EGYPTIEN is 
now being prepared for 
Jan. Ist. Very popular with 
local advertisers. Specimen 
copy and rates on request. 

A// Particulars on Middle East Press from 
GEORGE YOUNG 


OVERSEAS PUBLICITY & SERVICE AGENCY [°° 
10 Fleet St.London.E.04 Cen. 549467870 


SF 


GRAPHITE PENCILS 


— the chosen tools of artists and draughtsmen every- 


grades 


Aucust 23, 1951 


Legal and Gazette 


WILLS 


Henry Wittiam Hones, of 151 West- 
mead Road, Sutton, Surrey, director and 
secretary of ries F. Higham Ltd., 
left £16, 770 11s. 9d. gross, £15,110 2s. Sd. 


Joun Arruur Harp, of 31 Raymond 
Road, Southampton formerly of 
Leicester, governing director of the 
Southampton poster and printing firm of 
Zillwoods Ltd., left £4,868 9s gross, 
£4,768 8s. 7d. net. 

Ceci. Davin Hints, of 25 Wickham 

Beckenham, Kent, fine art pub- 
left £6,272 9s. gross, £6,097 net. 

BENJAMIN CARRINGTON, of 26 
Crescent, St. Albans, 
former editor of the Herts tg [a 
£7,487 13s, Id. gross, £7,428 74. 

Frep Kay, of Ryecroft. St 
Avenue, Northampton, for 
womees director of oar “ah 

bg Os, 10d. 


"Gaonan MIALL, of Lazyland, The Island. 
Thames Ditton, Surrey, 
tor of Alert Circularising Co. Lid., 
left £3,287 1s. 3d. gross, £2,763 3s. 3d. 
ne 


of 2 Methuen 
Preston, Lancs., 
Press,”” left 
733 15s. 


t. 

Freperick RICHMOND, 
Avenue, Broughton. nr 
manager of the “Guardian 
£2.797 2s. 10d. gross, £2 
net. 


CREDITORS MEET 
The first meeting of creditors of 
HUBERT-CUNNINGHAM : Lrp., 


Herts., advertising agents 
printers, was held at the Board of Trade 
Offices, under a winding-up order made 
against the company on June 25. 

ashe company was formed in Septem- 
a nominal capital of 


No statement of affairs had been filed 
but the liabilities had been estimated at 
£8,350. The only asset was a stock of 
books valued at £200. 

The matter was left in the hands of 
the Official Receiver as liquidator. 


WINDING-UP ORDER 
St. Francis Pustisuinc Co. Lrp., 51 
Tothill Street, London. Winding-up 
Order July 30. 


J] BANKRUPTCY PROCEEDINGS 

A. E. Atvarez (male), 21 Jockeys 
Fields, London, W.C.1, theatrical and 
general advertising contractor, lately If 
Drake Street, Red Lion Square, London, 
W.C.1._ Public examin tion October 11 
at Bankruptcy Buildings, Carey Street, 
London, W.C.2. . 


DISSOLUTION OF PARTNERSHIP 
Epwar>D Ropert CHarp WaAITE 
Dovuctas Joun Cuaries Row ey, 
ing as The Greenford Printers, 
Greenford Road, Greenford, Middlesex, 
printers. July 1, 1951, so far 

cerns Edward ‘Robert 
who retires. All debts by Douglas John 
Charles Rowley who will continue. 


INTENDED DIVIDEND 

BENJAMIN Ward BATESON and RACHEL 
Livincstone Grant Bateson (married 
woman), lately carrying on business at 
Midiand Bank Chambers, Briggatc, 
Shipley, Yorks., in co-partnership under 
the style of Keith Lee & Co., advertis- 
ing agents, contractors. printers and 
publishers, and as McKnight & Rootley, 
advertising agents, etc. No. 1 of 1951. 

aims August 24 to George Eric 
Rushton, 36 Nor:h Parade, Bradford 

Benjamin Ward Bateson (separate 
and Rachel Livingstone Grant 
Bateson (separate estate). Claims) August 
24 to George - Rushton, 36 North 
Parade, Bradfor 


NEW COMPANIES 
Co. Lid, 36 


Holbyrne Gloucester 
Green, Peckha S.E.15 Advertising 
and publicity cauaes and specialists, press 
agents, advertising contractors and bill- 
posters. Nominal capital: £100. Direc- 
tor: Lt.Col. J. D. George 
Rainbow Signs . Sign makers and 
writers. Nominal capital: £100. Direc- 
tor: Lt.Col. J. D. George 

4.V.B. Studio Ltd., 48 Kirkgate, Otley. 


Yorks. To take over business of ‘a oF 


mercial artist carried on as “§.V.B 
Studio”’ p% Otley, Yorks Nominal capi- 
tal: £1,5 Directors: J Broadicy, 


Ww Bartley and W. K. Lod 
Itkin Publishing 


Co, Ltd. Nominal 


managing direc-” 


capital £1,000. Director: S. Itkin. 

Hosiery Trade Journal Lid., 11 Mill- 
stone Lane, Leicester. To take over the 
publication and other the 
Hosiery Trade Journal, . 
Stevenson. Nominal capital: £25,000. 
Directors: A. W. Eley, J. Pickering and 
R. Duncombe. 

ler News Ltd. Art, cheque and 
colour printers, newspaper proprictors. 
Nominal capital: £1,000. ector: 
Hester L. Miles. 

E, Wainwright & Son Ltd., 18 Liver- 
pool Road, Stoke-on-Trent. ~*., carry on 
business of gencral and manufacturing 
Printers and publishers, etc. Nominal 
capital: : . ermanemt directors: 
E. Wainwright and D. M. Wainwright. 

N. K. Fechnical Publications Lid. 
Nominal capital: £1,000. § 
Doris M. Richardson and P. W. 

Press Services Gestion Ltd., 14 Old 
Queen Strezt, $.W.1. Advertising agents 
and contractors, publishers, printers. 
Nominal capital: £100. Director: G. P. 
Ranger. 

Great 

‘ Commercial 
artists, advertising 
agents, Nominal capital: £100. Directors: 
E. A. Grove and Dorothy A Grove. 


Grove Ltd., 32 
Kingsway, W.C.2. 
poster designers, 


Ernest 
Street, 


CHANGES OF ADDRESS 


Chaleroft Litd., to Thanet House, 
Craven Road, W.2. 

Topical Publishing Co. Ltd., ten 
of Sport, to 9 Stamford Street, S.E.1 


Town Crier Publications, to 1 Com- 
mercial Strect, Dundee. 


SKIMMING DOWN. 
THE RIVER \:; 


Thousands went to Chelsea 
Reach to see the Daily Mirror 
national motorboat championship 
races on Saturday. It was the first 
time that such an event had been 
staged in London. 

In addition there were displays 
of water ski-ing by the Inter- 
national Water Ski Union, and an 
exhibition of Kayak canoes by 
the British Canoe Union. Adding 
a touch of colour to the scene 
were the Swan Uppers (the Wor- 
shipful Company of Vintners) and 
Doggett’s Coat and Badge Men 
(the Company of Watermen and 
Lightermen of the River Thames). 

A 22-page illustrated pro- 
gramme carried eight pages of ad- 
vertisements. 


A Second Bowater 
Scholarship 


Young Master Printer students 
who held the Eric Bowater 
Scholarship in 1949 and 1950 
reported so favourably upon its 
value that the Bowater Corpora- 
tion has arranged for a second 
scholarship to be available begin- 
ning this year. 

The successful candidate for 
the additional place in 1951 is 
Martin Arnold, of E. J. Arnold 
& Son Ltd., Leeds. The scholar- 
ship covers a three-month course 
of study in paper making at the 
Sittingbourne and Kemsley Mills 
of the Bowater organisation. 

The first scholarship this year 
was awarded to Patrick Foulds 
(27), chief estimator, Gale & 
Polden Ltd., Aldershot. 
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Spivs Would 
Benefit In 
Price War 


“The proposed new legislation 
to abolish resale price mainten- 
ance, is causing great concern to 


the whole of the retail world, 


both employers and employees,” 
says Alderman W. J. Hoyles, 
president of the Retail Book 
Association, in his message to 
members published in the Asso- 
ciation’s official organ, The 
Circular. 

The president continues: “I 
cannot understand the theories of 
the President of the Board of 
Trade and those who think with 
him when they talk of decreasing 
the cost of living by a system of 
price-cutting. 

“We, the employees, would be 
the first to suffer through a price 
war. Our standards can only be 
maintained and improved by a 
fair margin of profit. Let us then, 
in our small way, try to influence 
public opinion against what I 
think would be a disaster of the 
first magnitude.” 

The Circular editorial declares: 
“Those of us who are old enough 
can remember the parlous condi- 
tion the book trade was reduced 
to when price cutting was rife. 

“A return to that state of affairs 
will be a disaster for all who are 
engaged in the distributive trades, 
and your Association should op- 
pose this with all its power. The 
persons to benefit will be the 


‘spivs and cut shops.” 


‘Model Engineer’ 
Exhibition 

Press facilities for “The Model 
Engineer” Exhibition at the New 
Royal Horticultural Hall, West- 
minster, which opened yesterday, 
are this year being handled by 
Hart, Lidbury & Associates Ltd. 

This is the 26th of the series 
of annual exhibitions organised 
by Percival Marshall & Co., Ltd., 
publishers of Model Engineer, 
Model Aircraft, Model Railway 
News and Model Ships and Power 
Boats. 

Among the exhibitors are Asso- 
ciated Iliffe Press with Amateur 
Photographer, Autocar, Flight, 
Motor-Cycle and Yachting 
World, together with technical 
books; the P.R. departments of 
the Royal Navy, the War Office 
and the Royal Air Force. 

Advertising agents are Clifford 
Martin Ltd. who have taken space 
in the London evenings, Home 
County and suburban weeklies 
and popular magazines. 

Emphasis has this year been 
placed on a poster campaign, with 
an imaginative four-colour design 
by Abram Games, designer of 
the Festival Emblem. 


The Karachi monthly journal, 
Cotton & Textiles Journal, has 
appointed John Worrall Ltd., of 
Oldham, as United Kingdom ad- 
vertisement managers and sub- 
scription agency. 


Here again is the Haymarket- 
Coventry Street corner—which 
shows that Osram are not alone 
in shining on Piccadilly. Last 
week we published a picture taken 
while the B.O.A.C. sign was 
switched off a few moments in 
order to give a clearer photo- 
graph of Osram. Here is pic- 
torial proof that B.O.A.C.—in 
addition to their slogan—also 
take good care of their neon 
signs, and their agents, Foote, 
Cone and Belding, of their clients! 


Caution Urged 


Boarding house and apartment 
keepers were warned against 
“doubtful advertising media” by 
Frank Bottom, publicity mana- 
ger, at Rhyl last week. “I advise 
everyone in Rhyl to get in touch 
with me when advertising can- 
— come to their doors,” he 
Sai 


Consult 
G. F. TOMKIN LTD 


FOR THE PRINTING OF 


DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 TEL. VIC 0912-3 


The 
Technique 
of 


Persuasion 
BY IAN HARVEY 


“Mr. Harvey's book deals just 
as exten-ively and thoughtfully 
with the function of advertising 
in selling goods as well as other 
aspects of persuasion .. . this 
book should make a valuable 
contribution towards persuading 
people towards a wider under- 
standing of the function and 
possibilities of advertising.” 
Newspaper World. 


19 pages of photographs. 
13s. 6d. net 


THE FALCON PRESS 


NO INCREASE 


in the advertising rate. Advertise- 
ments in the “Bolton Standard” 
are cheaper than pre-war. 


In spite of the terrific increase in 
costs, advertising rates remain the 
same, until further notice. 


Advertisers cannot fail to get 
value for their money. 


The Tried and tested medit m. 
BOLTON STANDARD 


VICTORIA STREET, BOLTON Phone: 4742-3 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 


“THE WATER & SANITARY 
ENGINEER” 


is unbeatable as a first rate 
medium. Contact the Advertise- 
ment Manager at 32 Finsbury 
Square, E.C.2, or phone 
MONarch 1541. 


FOR GOOD RELIABLE 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 
REGINA Stperes SIGNS & DISPLAYS) LTD 


2 TON ROAD. HANWELL Ww? 
nays 


Personal Attention to all Enquiries & P - 
Complete and Guaranteed Service in the Fullest Sense 


HARROW 
BILLPOSTING 
COMPANY 


37 SPRING STREET W.2. 


ADVERTISER'S WEEKLY 


| (continued from page iii of cover) 
BUSINESS OPPORTUNITIES 


PHOTO-UNION LTD.., = wale Hower 1S 
services and a oe 


MERGER OR 
SHARE OFFER 


Small fully recognised West End 

with good address and some 
useful accounts would join with 
another similarly situated for econ- 
omy of working, or would sell part 
imterest to young man of executive 
ability, or would consider any 
equitable proposal. Bona fides and 

references to be exchanged. 


Box 640 
Advertiser's Weekly, 180 Fleet St., E.C.4 


OLD ESTABLISHED London Agency 
(R.P.A.) desirous of cxpanding its 
t activities, would be interested 
Se of small agency 

and progressive 

Reply in confidence to Man- 


aging Director, 
Box 525 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


DESK SPACE AVAL 


LABLE in existing 
= 


Villiers Suet, for free-lance 
Desk, tight. 


neating — *. use of 


phone a room, © work 
might ee straneed. 35s. weekly. Apply 
Stammers Lid., 59 Fleet Strect, 


EC4 


OFFICE ACCOMMODATION FOR 
\FREE-LANCE ARTISTS 


Two quiet rooms available, first floor, 
in Adelphi area near Charing Cross, 
suitable for four individual artists. 
All facilities offered including furni- 
owe and ctephons service. Total 

rent i tek phone 
calls) £8 p.w. Artists willing to 

Participate should write 
Box 645 

Advertiser's Weekly, 180 Fleet St., E.C.4 


PRINTERS 


LONDON LETTERPRESS PRINTERS 
invite inquiries for printing for high 
class jobbing. 
Paper availab 


le. 
Box 381 Ad. Weekly 180 Ficet St BC4 


TRADE ANNOUNCEMENTS 


TYPING: Strictest confidence malaise. 
References. Rates from 2s. per 
words, 24 hour working satisfies cticat's s 


Hastings, Sussex 
DUPLICATING: Sirictest confidence. 
100 10 in. x 8 colon s maeecee 
larger quantities. our pers ai 
inks. Designed headi Work 
ed day received. "Acton 
oad, Hastings, Sussex. 


SPECIAL ANNOUNCEMENTS 


See August 9 issue of Advertiser's 
Weekly, pages 278 and 279 for 
the Advertising Services 
& Supplies Section. September 
6 will be the next issue con- 
taining these services. 
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APPOINTMENTS VACANT 


ADVERTISER’S WEEKLY 


SHORTHAND /TYPIST 
Leading Advertising Agency. 
experience in similar business an advan- 
tage. S-<day week. Write stating age, 
experience and salary required to 
ar, $ Greenly’s Ltd., 5 Chancery Lane, 


COND BON PRINTERS require live repre- 
sentative with esiablished connection. 
Excellent prospects a righ person. 
ag fully in _confidenc 


Box 534 Ad. Weekly 180 Fleet St_EC4 


required by 
—— APPOINTMENTS VACANT, 3s. 
APPOINTMENTS I. at per 
cations, 4s. per a1 
charge, ome lime plus 9d. ‘i 
advertisements uncer seven insertions 
Weekly,” 180 Fleet Street, 


COPYWRITER 
for 
GEE ADVERTISING 


First class copywriter with background of sound 
Agency experience — will be required to produce 
work for a wide variety of accounts. Age 25 to 40. 
Salary to be arranged in accordance with experience 
and ability. This is a permanent position offering 
good remuneration immediately and excellent oppor- 
tunity for the future. Apply in writing in the first 
place quoting full details to 


MANAGING DIRECTOR 
GEE ADVERTISING LIMITED 
Welford Road and Carlton Street, Leicester 


LADY ARTIST required 
conversant with black 
drawings for reproduction 
of design and layout 
Box 561 Ad. Weekly 180 Fleet St EC4 


EAST AFRICAN STANDARD LITD., 
Nairobi, Kenya Colony, requires Litho 
Plate Maker. Starting pay and allow- 
ances not less than £875 per annum 
Apply giving details of training and 
experience and with copies of references 
to Davis & Soper Ltd 2 5 
Mary Axe, London, E.C 

LAYOUT MAN as 
known London Agency 
interested to hear from a first class lay- 
out man seeking a change. Three or 
four years experience with first class —_ YOU WORTH TWO THOUSAND 
Agency cssential, and a: flair for figure YEAR? Vigorous, long-established 
work a definite advantage. Permanent HR group requires Advertise- 
Position with good salary and superan- ment Salesman w can carn, with 
nuation scheme for successful applicant. | good salary and commission. at 
Write with bricf details of experience, leas: £2,000 a year. Send full selling 
Stating age ang salary desired to: ART record, 
DIREC “TOR, w . Box 628|Ad. Weekly 180 Fleet St EC4 
Box 51! Ad. Weekly 180 Fleet St EC4 | TECHNICAL PRECIS WRITER, with 
knowledge of Production Engineering 

to write technical 


immediately, 
and white 
Good sense 


SPACE SALESMAN. Ailtractive addi- 
tional media available, Class A appeal 
Exclusive territory, London area. For 
appointment Sphowe PRimrose 0911. 


Wanted by established Agency Free- 
lance artists for good quality realistic 
illustration for Children’s Books. 
Write 


Box 606 
Advertiser's Weekly, 180 Fleet St., E.C.4 


and products 

abstracts. Salary accordi 
‘to assist with other 

RETOUCHER particulars “given on 

Situated in Birmingham. 

Box 630 Ad. Weekly 180 Fleet St EC4 


application. 


An old established studio 
in Fleet Street district has 
a vacancy for a first class 
retoucher. 


PRODUCTION 
ASSISTANT 


| Parke, Davis & Co., Ltd. 


seek an experienced pro- 
duction assistant to handle 
the production of high- 
quality promotion material 
and medical press adver- 
tising. The position is 
progressive and pension- 
able. Details of experience 
and present salary to the 


Write giving experience 
and salary required to: 


Box 60! 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ALE GENERAL ARTIST Cae ar 
for Advertising Dept. of 
equipmem manufacturer, London Air. 
port vicinity Write stating age, | 
experience and salary required to Adver- | 
anager, tex Ltd., Bath 
Road, Harlington, Middlesex. _ 


Furnishing journal. 

selling experience essential. 
some knowledge of Furni: 

Furnishin; ag Full pa: 

Strict confidence, to 

Box 554 Ad. "Weekly 180 | 


ASSISTANT with checkin, 
for Voucher artm: 
Agency. Five-day week 


full particulars and sa 
647 Ad. Weekly |) 


Advertising Manager, 
Staines Road, 
Hounslow, 
Middlesex. 


lars, in 

t St Ec4 
experience 
West End 
Write giving 


¥_ requi to 
Fleet St BC4 


Box 


64. per lime. 35s. on aos ee 


line, 358, per display panel inch. 
ag + 


postaze. 
MUST on ‘PREPAID. 
London, E. 


APPOINTMENTS VACANT 


ARTIST REQUIRED for 


MPORTANT 


All other 
feck. einem, 3 Soe, Box No, 


Address: “Advertiser's 
C4. CHAncery 8844. 


Black 
Work for Line Block re- 
Good opportunity for an 

udio Cy to aol or 

call Hallons Advertising Serv Arkley 

Road, WALTHAMSTOW. Ei. (Near 
. James Street Station.) 


White Copy 
in. 


TRADE JOURNAL 
eae vertisement 

directorship 

possible and interest available after 

proof of capacity. Please write fully to 

Box 629 Ad. Weekly 180 Fleet St BC4 


WANTED URGENTLY 


| hd Line Pe ming Artist. 


Box 637 
Advertiser's Weekly, 180 Fleet St., E.C.4 


WA 


Aucust 23, 1951 


CLASSIFIED ADVERTISEMENTS 


CTHON: Experienced man re- 
ae by Agency specialising in tech- 
nical and induswial advertising 
cants should have a thorough 
ledge of type, print, block-making, art 
work and casting type, also prepara- 
tion of printer's layout. 


6 ite 
Staling as. experience and salary re- 
quired t 


Box ox Sl Ad. | Weekly 180 (180 Fleet St BC4 


NTED, Experienced all-rou 
mercial rst — 


Corot, Gehrard 3758. 


all-round Com- 
— Studio 


ACCOUNTANT _ required 


Africa with Headquarters in 

Age und 30—so preferred 

salary £1,200 per annum with annual 

increment during four-year tour in first 

instance. Apply giving details of train- 

_ and experience and with es of 
erences to Davis & Soper L 52 & 

54 St. Mary Axe, London, EC . 


EAST AFRICAN STANDARD LTD. 


Nairobi, Kenya Colony, requires Litho 
Machine Minder Starting pay and 
allowances £850 per annum Must be 
experienced in operating Mann and 
Furnival Machines Apply giving 
details of waining and experience and 
with copies of references to Davis & 
Sopei me Pk _ & S4 St. Mary Axe, 
London, E.C. 


L.P.E. wants a 
PRODUCTION 
MAN 


Interesting, active job awaits a young 
man who has had some agency 
experience of mechanical production 
—biocks, typesetting, i 
tions—and wants . 

write, giving age and pete oo 


LONDON PRESS EXCHANGE 
110 St. Martin’s Lane, London, W.C.2 


LEI TERING 


PRODUCTION MAN 


ALL-ROUND ARTIST required. Capable 


of producing slick layouts. Weite 
giving details ~. age, experience and 
salary required 

Box 648 Ad. Weekly 180 Fleet St BC4 


ARTIST required immedi- 
ately by Commercial Studio. Ideal 
working conditions and good salary 
offered to top class man. Write in first 
instance giving Sen. salary required and 
Previous experi 
Box 618 Ad. Weekly 180 Fleet St EC4 


OR WOMAN, 
thorvughly experienced with blocks, 
settings and adaptations, is offered con- 
genial, progressive post at Max Ritson 
& Partners GiF-AD 33 =H ta 
Street, London, W.C.2. 


INSTITUTE OF INCORPORATED 
PRACTITIONERS IN ADVERTISING 
EXAMINATIONS 


for Associate Membership 
1951 


The Intermediate Examination, consisting of two papers, 
18th December, and the Final 
Examination, consisting of three papers, 
December, and the morning of Wednesday, 19th December. 
Candidates for the Final Examinations will be examined 
viva voce on either the afternoon of Wednesday, 
December, or the morning of Thursday, 20th December. 
The examinations will take place in London, Glasgow and 
Dublin, and also in Manchester, Birmingham, or elsewhere, 
if there are sufficient candidates. 


Lectures will be given at the Institute from the middle of 
September to the middle of December, 
evenings for students for the Intermediate Examination, and 
on Thursday evenings for students for the Final Examination. 
Books may be borrowed from the Institute’s library, and can’ 
be sent by post to students living outside the London area. 


will be held on Tuesday, 


Full particulars of the lectures, examinations and library, 
together with entry forms (which must be returned by 
2nd November), may be obtained from the Education Officer, 
The Institute of Incorporated Practitioners in Advertising, 
(Telephone: Sloane 0494). 


44, Belgrave Square, §.W.1. 


on Tuesday 18th 


19th 


on Wednesday 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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Aucust 23, 1951 


APPOINTMENTS VACANT 


ASSISTANT TO iat am 
MANAGER, permancnt progressive 
post for young man 21/26, able to take 
charge of “copy” and make-up, etc., and 
capable of working on own initiative; 

Bg 2 Stating qualifica- 


Box 643 rt Weekly 180 Fleet St BC4 


As Birmingham publishers of a tech- 
nical magazine we are looking for a 
young man with the necessary ability 
to prepare, on his own initiative, 
editoria! news items for publication. 
It is preferable that he should possess 
an engineering background. This is 
rst class opportunity for an 
ambitious my journalist. 


Box 560 
Advertiser's Weekly, 180 Fleet, St, E.C.4 


PRESSED STEEL CO. LTD. 


has a vacancy in their refrigeration 
Publicity Department at Oxford for 
an assistant with a knowledge of 
layout and production, to handle 
technical and sales publications. 
Apply in writing in the first instance 
to: 


PUBLICITY MANAGER 
REFRIGERATION DIVISION 
PRESSED STEEL ©O., LTD. 

COWLEY, OXFORD. 


RETOUCHING ARTIST: Vacancy 
exists in a commercial studio for a good 
class retoucher specialising in technical 
subjects Ideal conditions and sal 
to first class man. Write in —— 
Stating age, experience, salary req 
_Box 552 Ad. Weekly 180 Fleet ms ECa 

ACCOUNTS CLERK required for leading 
Agency—West End. Typing and en 

Advertising experience tial. 
Five day week Write ae oa nee. 
experience and salary required 1 
retary, Foote. Cone & Belding Lid. 27 
Hill Street. W.1. 

PRODUCTION MAN wanted. Salary 

according to age and experience. Write 
iving full details of ex ce to 
oduction Director, S mson Lid.. 

Kingsway Hall, Kingsway, W.C.2. 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACAN 


GENTLEMAN required to obtain Indus- 
= Advertising for leading ang 


be to a 
a oe level. Terms ra By to 
— Write, im strict confi- 
Box ¢ 608 S Ad. Weekly 180 Fleet St BC4 
SHORTHAND . TYPIST - 
aged 17/19, required by Production 
Manager of Fleet Street book-publishing 
Company, Commencing salary £4 10s. 


= =. 
609 Ad. Weekly 180 Fleet St BC4 


COPYWRITER 


Osborne-Peacock (London) 
require a young copywriter 
to work in a creative group 
mainly concerned with ac- 
counts having a feminine 
appeal. 

Applications will be treated 
as confidential. Write par- 
ticulars of experience and 
salary to 

CREATIVE MANAGER 

OSBORNE-PEACOCK Co Ltd 
47 Cannon Street, E.C.4 


ARTIST: First class general artist, re- 
quired for commercial studio. Good 
salary, five day week. 

Box 649 Ad. Weekly 180 Ficet St BC4 EC4 

LAYOUT: oe artist te te- 

ust have top cia 


Top class 
agency 
p and be capable of ‘producing 
200d clean pencil roughs. 
Box 650 Ad. Weekly 180 Fleet St BC4 


\ ledge of pr 
writing ability. 
contract; 


MASTER’S LIMITED 


Advertising and Associated Services 
SINGAPORE 


JUNIOR ACCOUNT EXECUTIVE 


A vacancy exists on the staff of this old-established European 
Advertising Agency in Singapore for a Junior Account Executive 
between 23-25 years of age, preferably single. Applicants must 
possess general elt-round Agency experience; 
processes; sound creative and copy- 
First class return passage provided; 3 years 
six months leave on renewing contract for further 3 
years; provident fund. Salary and all 
ability and experience. Apply with full details of personal history, 
nature of accounts serviced, past and present employment to: 

EXPORT ADVERTISING SERVICE LTD., 273-287 Regent St., London, W.! 


COMMERCIAL ARTIST 
Applications_are_ invited from_experienced Commercial Artists for 
position as Assistant in the Art Department of this old-established 
European Advertising Agency. Applicants ° rust possess sound 


fundamental 


ate with 


knowledge of modern h 


dent fund. Salary and all 


processes. 
Must also be capable of producing original ideas for Press, cinema 
slides, posters, booklets, etc. Practical experience in layout, 
rough visuals and finished artwork in line, half-tone and full-colour 
essential. First-class return passage provided; 3 years’ contract; 
six months leave on renewing contract for further 3 years; provi- 


and repr 


ductions) to: 


experience. Apply with full details of personal history, past and 
present employment, specimens of Artwork (original and repro- 


EXPORT ADVERTISING SERVICE LTD., 273-287 Regent St., Londen, W.! 


ate with ability and 


Secretary 
Executive in the A Advertisamens —_ 
ssential, Good hours. 
; ae Reply giving date of birth, 
— of experience and salary 


— 
Box 642 Ad. Weekly 180 Fleet St ECs 
ETARY/ACCOUNTANT required 
for established group of Companies in 
East Africa, with 
be 


Apply giving details of train- 
ing and experience and with copies of 
references to Davis & Soper Lid., $2 & 
54 St. Mary Axe. London, E.C.3. 

SPACE SELLERIS) in London and Pro- 
vinces on commission basis required 
with good connections to chemical ~~ 
to call on manufacturers, agents, 

— international! trade directory ‘Appi 


Box 553 Ad Weekly 180 Fleet St BC4 
ADVERTISEMENT REPRESENTATIVE 
required by well-known camera maga 
zine. Some knowledge of photography 
an advantage. Representation could “4 
shared with another non-competin 
yn A permancnt position with 


ed space 
Full auaie'e of ‘cual slstications 


to 
Box 555 Ad. Weekly 180 Fleet St BC4 


APPOINTMENTS WANTED 


ar ~~ ae fom a. 
taries, Clerks, etc. 
urgent need of 
Bureau Excel Whitcombe 
Street, 'W.C.2 (WHivenal 5924). We 
specialise in efficient personnel. 


AGENCY PRODUCTION 
MANAGER 
over 20 years’ experience, seeks new 
position 


Publicity 
er. 


Box 638 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Thoroughly Experienced 
ALL-ROUND GENERAL ARTIST 


Secks post 
studio, 


Progressive agency or 
Age 37. Full Knowledac print 
processes—teall creat! 

Box 632 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


TECHNICAL ELLUSTRATOR = (25), 
secks change ae encec draughtsman 
with artistic abili 
Box 513 Ad Weekly 180 Fleet St BC4 


COURAGE AND INITIATIVE 1S ESSENTIAL 
IN ADVERTISING 


These two qualities, 
good knowledge of 
keenness to siudy, 


coupled with a 
selling and a 
prompt 


Us.ng 


DP: 
the opportunitics I seek. Replies to 


046 
Advertiser's Weekly, 180 Fleet St., E.C.4 


Fully Experienced 
CREATIVE/GENERAL 
ARTIST 
Aged 30 


Really versatile general artist with 

genuine creative ability seeks per- 

manent position in London Area. 
Salary £750 p.a. 


Box 626 
Advertiser's Weekly, 180 Fleet St , E.C.4 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


ADVERTISING AGENCY wees! 4 
Londoner, secks banee 


experienced in a4 
arenes, client-contact one 
ersens markets. Minimum £1,100 
Box 635 Ad. Weekly 180 Fleet St 
CREATIVE ARTIST, typographer, 23, 
years leading ageMcy experience and 
publicity department internauona! 
ar secks cmployment in 
gency similar with branch 
France, fluent Intorview 
France or on England 


September 
Box 631 Ad. Weekly 180 Fleet St BC4 
GENTLEMAN (27), 


marketing. 


return to 


experienced in out- 


at moderate salary, but with prospects. 
Box 557 Ad. Weekly 180 Fleet St BC4 St EC4 


IS THERE SPACE in your Space ¢ Depart- 
ment? 17-year-old male requires agency 
experience. Studying at evenings. 10 
— in media department of cater- 
ing 
Box 634 Ad Weekly 180 Fleet St BC4 

LAYOUT and commercial ~ illustration 
artist with studio and publishing house 
experience, requires permanent 
tion with agency or publishers. irst 
class references. 

_ Box 6 644 Ad Weekly 180 Fleet St C4 


PRODUCTION MANAGER, 46, desir- 


aspect of 
Box 641 ; 


ambitious Tgetic 
ledge Middle a 
agency and experienc 

Bianco, 9 Earl's S Court Square. S. Ws . 


LADY with ex 
requires 
Buyer in 
Box 633 


Prof 
—— all- round 


rience advertising media 


Ad. Weekiy 180 Fleet St EC4 


THE CLIENT’S 
VIEWPOINT... 


after ment of very in Ge Ay -4 Depart- 
industrial con- 

jaison ~ S. Advertising 
me 


| am keen and energetic, Possess tact 
have administrative and creative capa- 
bilities, and can offer references in 
t am a 
Part 1 of 
the 1.S.M.A. Finals. 
The opportunity of “Completing the 
picture” a by an_ interview 
would be appreciated. Please write 
Box 558 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FREE LANCE SERVICES 


SIGNWRITERS. 2 FIRST GRADE 
FREE LANCE. WITH TRADE REPU- 
wire contract or sub-con- 
Sign renovation m ~~ 
Exhibitions, cic 
made and fixed. Own workshop ‘and 
Inquiries welcomed 
5 


first class work. 
recs 
Box 636 Ad. Weekly 180 Fleet St BC4 
LETTERING ARTIST, experienced in 
label and package design, secks free- 
lane work igns or working draw- 
ings. Good work and reliable service. 
Box 612 Ad. Weekly 180 Fleet St BC4 
° T TO BE FUNNY! Robert 
(Starving Artist) _— for 
from a_ Poster to nsimas 
Phone TEMple Bar “$749 


BUSINESS OPPORTUNITIES 


DRAWINGS for Advertisers and Pub- 
lishers. W. aie vant fa ee msbury 
Square, W.C.1. MUS 

AL OEECTORY tor 

nd shi business 

1951 Edition publishe4 

Over £1.200 of advertisements already 

boo;:.; muc) greater ,P° ential. Stand- 
ing type included in sa 

Box 627 Ad Weekly 180 Fieet St BC4 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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TuursDay, AuGust 23, 1951 


52/6 a year 
Post free 


55/- (overseas) 


33 TOTHILL STREET, WESTMINSTER, LONDON, S.W.I 
TELEPHONES: WHITEHALL 9233 (12 LINES) 

BRANCHES—MANCHESTER : Century House, St. Peter’s Square. BIRMINGHAM: 90 Hagley Rd., Edgbaston. 

LEEDS: 70 Albion St. NEWCASTLE-ON-TYNE : 2! Mosley St. GLASGOW : 87 Union St. 


STOP PRESS 


AD. CONTRACTORS 
AND CHAMBERS 
Of COMMERCE 


All chambers affiliated to As- 
sociation of British Chambers 
of Commerce have received 
copy of letter from Arthur R. 
Knowles, secretary-general of 
Association, rebutting sugges- 
tion that favour is 


rnard, 
hon. secretary, Advertisement 
Contractors Association, 
Knowles’ letter adds: 

“In view of evidence we have 
collected from members of our 
nationally recognised chamber 
of commerce organisation we 
must ask you to correct im- 
mediately, among all to whom 
you have written, misapprehen- 
sion your letter has created as 
regards chambers who are 
members of ours. 

“Chambers stated to be with- 
holding approval of firms out- 
side your Association may be 
bodies of retail traders, some 
of whom use title chamber of 
commerce although they would 
more fittingly be called cham- 
bers of trade. If this is so we 
think distinction should be 
made clear, in interests of avoid- 
ing further misunderstanding.” 


MANCHESTER SURVEY 
ON AD. SITES 


Manchester Corporation town 
planning committee making sur- 
vey of all advertising sites in 
city to “sort out these which 
may be considered objectionable 
or in conflict with local ameni- 


Permission for illuminated 
signs advertising sale of petrol 
refused to all garages along sec- 
tion of London-Bri road 
controlled by Cuckfield R.D.C. 

Planning Minister has upheld 
refusal of Wigan R.D.C. to per- 
mit erection of ad. hoardings at 
Shevington. 


Andrew W. Robertson has 
joined F. J. Lyons Ltd. public 
relations firm, as a Press officer. 
rinange » A ublicity ye 
ment of ol a Wiggins Teape & Co. 


Rodney “Hobson until until recently 
copywriter with Erwin W. 
joined co i 
Mathes & Crow 


W. Shelton Smith has resi; 
as director of public relat 
Ministry of Food. 


Richard Usborne has joined 
creative department Mather & 
Crowther as head of a group. 


Published BUSINESS PUBLICATIONS, Led., Js, Lt. E.C.4. (Phone: Chancery 8844.) 
y Pt sata Printed in England by Staples Printers Limited at at their Great Titchfield Street, London, establishment. 
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